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Rough Proofs 


Kenneth Collins suggests that a 
good copywriter has to be “reason- 
ably insane.” Maybe he doesn’t 
have to be, but it helps. 


= 


“I shudder to think,’ shudders 
Mr. Collins, “of the famous ads that 
have been written in barrooms, on 
Pullman cars, and on the backs of 
menus.” But every good copywriter 
has done his stuff in a lot of places 
much easier than those to shudder 
at. 
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Dale Wylie photographed a Ger- 
man poster in Paris, inviting 
Frenchmen to enjoy springtime on 
the other side of the Rhine. Adver- 
tising men everywhere are incurable 
optimists. 
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Even though the story was only 
about an agency reorganization, 
members of the B. Barton Marching 
& Chowder Club got a kick out of 
that ADVERTISING AGE headline: 
“Barton Elected President.” 
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Charles I. Luckman suggests that 
prize contests aren’t really anything 
much except hypodermics. But 
once in a while every sick business 
appreciates a nice shot in the arm. 
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In filing a complaint against the 
makers of Freezone, the Federal 
Trade Commission spells calluses 
without the “o.” They probably de- 
cided it belonged exclusively to the 
suffering customers. 
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International Correspondence 
Schools reports a coupon inquiry 
from an ad published in 1904. But 
they left out the most important 
part of the story—did they get the 
order? 
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The inquirer who answered a 
Ladies’ Home Journal ad published 
in 1904 turned out to be a man, of 
course. No woman could have re- 
strained her curiosity for 35 years. 
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Experts who viewed the announce- 
ment, “Heinz Products Are Not 
Kosher for Passover,” decided after 
due deliberation that at least the 
advertisement was. 
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A. Stein is proving by high med- 
ical authority that wearing garters 
doesn’t cause varicose veins. Now 
maker will start a campaign to prove 
that his product never choked any- 
perhaps some unsanforized shirt 
body to death. 
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_“Pabst Describes Beer as Drink of 
Sophisticates.”—ADVERTISING AGE. 
They could prove it easily with a 
rousing testimonial from Two-Ton 
Tony Galento. 
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t club customers are men- 

: Fatima to the cigarette girls 
but this doesn’t mean that 
Egypt will be on display at 
ld’s fairs. 
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‘T © Rose of Washington Square” 
“2toom sweetly for Twentieth 
180 no ’-Fox in advertisements in 
,  “Spapers, three general week- 
“S and 14 fan magazines. 


Copy Cus. 


FIC Files Complaint 
on Price Control in 


Book Paper Field 


Names Association and 
45 Manufacturers in 
"Conspiracy" Charge 


Washington, D. C., April 20.—The 
Book Paper Manufacturers Associa- 
tion and its 45 members—suppliers 
of an estimated 86 per cent of all 
paper used in magazine, direct mail 
and many other types of advertis- 
ing—were named this week in a 
Federal Trade Commission com- 
plaint charging a combination and 
conspiracy to control the prices of 
book paper, coated paper and sim- 
ilar papers. 

The complaint asserts that activi- 
ties of the association and its mem- 
bers have allegedly resulted “in 
their controlling the market for 
their products, suppressing price 
competition, increasing prices above 
the normal competitive level, and 
increasing the cost of paper used 
by the United States government.” 

It also charges that the respon- 
dents have divided the country into 
four zones and that they have 
maintained identical zoning sys- 
tems, fixing base prices in each 
zone. 


Born During NRA 


A spokesman for one of the com- 
panies named drew a parallel be- 
tween this controversy and the “oil 
conspiracy” trials of 1938. He 
pointed out that the paper manu- 
facturers’ association was “born of 
the NRA” and said that the prac- 
tices followed during NRA days— 
under government sanction — had 
simply been continued when the 
Blue Eagle passed into the limbo. 
This situation, he said, was com- 

(Continued on Page 28) 


Kreml Furnishes 
Genial Mates 
for Bald Victim 


New York, April 20.—The forlorn 
victim of bald headedness who has 
dominated Kreml magazine adver- 
tising during the past few months 
this week found himself in the com- 
pany of three other unfortunate 
characters who will henceforth oc- 
cupy featured roles in R. B. Semler 
copy. 

The headliners in the latest Kreml 
drama are identified as follows: the 
water soak, the gigolo, the cue ball, 
and the head man. The first soaks 
his head with water every time he 
combs his hair, the second plasters 
his hair down with sticky con- 

(Continued on Page 8) 
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NEW FIELD TO CONQUER 
HAVE YOU HEARD THE 


Beech-Nut Packing Company releases 
first test copy on its new line of canned 
soups. Copy above appeared in Roches- 
ter, N. Y., one of several localities in 
which the test is being conducted. New- 
ell-Emmett Company is the agency. 


Delay Effective 
Date on New 


Labeling Laws 


Washington, D. C., April 20.—The 
House of Representatives today 
passed a bill introduced by Con- 
gressman Lea designed to postpone 
the effective date of labeling pro- 
visions in the federal food, drug and 
cosmetic act until Jan. 1. 

The bill passed by the House pro- 
vides mandatory postponement to 
Jan. 1 of the labeling and coal tar 
provisions of the ,ect and provides 
for a further postponement to July 
1, 1940, at the discretion of the 
Secretary of Agriculture. This can 
apply in cases where companies 
have stocked labels not made prior 
to Feb. 1, 1939. 

A sub-committee on commerce in 
the Senate will get the bill next 
week, with several weeks more ex- 
pected to elapse before this commit- 
tee acts. 

Another House measure, intro- 
duced this week, provides that the 
Secretary may exempt a drug dis- 
pensed by a physician, dentist or 
veterinarian from regular labeling 
and packing requirements of the act 
if it is processed, labeled and re- 
packed in establishments other than 
where the products were originally 
processed and packed, “except a 
drug dispensed in the course or con- 
duct of a business of dispensing 
drugs involving diagnosis by mail.” 


Auto Dealers Ask Voice in 
Shaping Advertising Policy 


Surplus Food Stamp 
Plan Debut Set 


for Rochester, N. Y. 


Full Support of Industry 
Is Anticipated by Fed- 
eral Officials 


Washington, D. C., April 20.—The 
federal government’s plan to handle 
distribution of food surpluses by 
means of stamps 
for relief clients 
moveda step | 
closer to reality 
this week with 
a decision by 
Secretary of 
Agriculture Wal- | 
lace that Roch- | 
ester, N. Y., will 
be the first city 
to be used for a 
test. The plan 
will be put into 
operation within 
30.days and will 
be continued for a trial period of 
two to four months. 

Surveys are also under way in 
five additional cities and as soon as 
they are completed the selections 
will be announced. They will be 
in widely scattered sections of the 
country. 

For the period of the initial tests 
the Federal Surplus Commodities 
Corporation will discontinue the 
purchase of agricultural surpluses 
in Rochester and the five cities yet 
to be named and the distribution of 
such commodities to relief and wel- 
fare organizations in those areas. 


To Try Two Methods 


Two variations of the food stamp 
plan, both voluntary, will be tried 
in Rochester according to present 
plans. Under the first WPA workers 
may request that $1 a week for each 

(Continued on Page 25) 


Henry Wallace 


Last Minute News Flashes 
Crosley Car to Make Debut Next Week 


Cincinnati, April 21.—Powel Crosley, Jr., will reveal his new auto- 
mobile to dealers on April 28 at the Indianapolis Speedway. Although 
all plans regarding the car were veiled in secrecy, it was learned here 
today that the automobile will be a three-passenger vehicle with a 
wheelbase of six feet, equipped with a two-cylinder, four-cycle motor, 


capable of traveling 50 to 60 miles on a gallon of gasoline. 
will be only 18 inches apart, giving triangular suspension. 


will be about $300. 


Rear wheels 
List price 


Socony-Vacuum Introduces New Premium Gas 

New York, April 21.—Mobilgas Special, a new premium fuel said to 
vaporize more quickly, was introduced to the metropolitan market here 
today by Socony-Vacuum Oil Company with large space insertions in 
43 newspapers. The drive will be continued here until May 15, when 
an expansion is planned to New England markets. J. Stirling Getchell 


is the agency. 


Faber Elected to Barron Collier Post 
New York, April 21.—Edwin C. Faber, who has been associated 
with the Barron Collier companies for 17 years, and executive vice-presi- 


dent since 1932, was today elected president. 


Barron Collier, Jr., who 


has been in charge of the Philadelphia office, has been named vice- 


president in charge of sales. 


Fuqua Named General Shoe Advertising Manager 

ashville, Tenn., April 21.—Tom Fuqua, a member of the advertising 
department for the past three years, has been appointed advertising 
manager of General Shoe Corporation, Maxey Jarman, president, an- 


nounced today. 


Urge Price Mainte- 
nance, January Date 
for New Models 


San Francisco, April 20.—After 
hearing W. E. Blanchard, general 
manager of the association, deplore 
manufacturers’ policies which were 
blamed for a chaotic price situation 
throughout the country, the Na- 
tional Automobile Dealers Associa- 
tion today adopted a_ resolution 
urging fair trade as the logical 
remedy. Mr. Blanchard asserted 
that the price problem is interlocked 
with advertising, and that dealers 
must be given a voice in advertising 
policies if price reform is actually to 
be achieved. 

In other resolutions, the associa- 
tion criticized introduction of new 
models in the fall and urged manu- 
facturers to return to January an- 
nouncements; advocated adoption 
on a national scale of a junking plan 
for used cars; advised their col- 
leagues in the retail field to avail 
themselves of the services of estab- 
lished finance companies only; said 
manufacturers should share losses 
of dealers caused by model changes; 
and authorized preparation of a 
standard contract embracing the 
principles of protected territory ana 

rice maintenance. The association 
said that a militant attitude will be 
taken to give the pronouncement 
force. 


Used Cars as Key 


The convention was concerned 
chiefly over rampant price cutting 
which must be ended, members said, 
if the retail side of the industry is 
to remain solvent. Establishment of 
minimum prices by manufacturers 
would be a step in the right direc- 
tion, leaders asserted, but equally 
vital is standardization of used car 
prices, if price maintenance is to 
become an actuality. 

Johannes Schiott, Blue Ribbon 
Garage, Bridgeport, Conn., and Sec- 
retary of the NADA, elaborated on 
this theme. 

“Enforcement of the one-price 
policy,” he said, “will necessitate 
placing a cash value on every used 
car traded in, and dealers will be 
put in a position to merchandise 

(Continued on Page 29) 


Think of the Wife, 
Pipe Advertiser 


Exhorts Smokers 


New York, April 20.—With an 
appeal to smokers to consider the 
sensibilities of the little woman 
when choosing a pipe, Continental 
Briar Pipe Company has started a 
campaign in newspaper rotogravure 
space throughout the country to in- 
troduce its Royal Duke, which sells 
at $1.50. Run of paper space in 
about 50 key cities will also be used, 
as well as insertions in The Amer- 
ican Weekly, Esquire, National 
Sportsman and Outdoor Life. 

Copy, illustrated by a cross-sec- 
tion drawing of the pipe, details the 
features of the product. Opening 
advertisements of 80 lines bear the 
headline: “Your wife will like this 
pipe.” The layout maintains the 
style formerly used by Continental 
to push its Duke of Dundee, a $1 
pipe. The campaign will continue 
through June. 
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ADVERTISING AGE 


eRe 


April 24, 1939 


Government Course 


Shows Advertising — 
as Aid to Progress 


State Supervisors of 
Distribution Project 
Outline Program 


(Picture on Page 31) 
Chicago, April 21.—Advertising | 
students in the government-spon- 
sored distributive education project | 
will learn that advertising, as one of | 
the big businesses in our commercial | 
structure, is a force for progress, | 
rather than an element of “eco- | 
nomic waste.” 
This was revealed here this week | 
in a conference of project super- | 
visors from 12 states devoted to a 
discussion of courses in retail sales 
training and advertising now under 
way and others in process of organi- 
zation. G. Henry Richert, regional 
supervisor from Washington, D. C., 
was in charge of the conference. 
As outlined in ADVERTISING AGE 
Dec. 19, all courses are being given | 
with the cooperation of local schools | 
under supervision of the Office of | 
Education, Department of the Inte- 
rior. Both federal and state money 
supports the project, with federal 
grants being given up to 50 per cent | 
of the state appropriation. 


Sample Course Outlined 


Mr. Richert emphasized that 
whenever possible teachers for the 
courses were recruited from the 
ranks of business and professional 
experts, in order that a practical 
viewpoint may be assured. The spe- 
cific objective of the project is to 
increase the efficiency of the worker 
in the field of distribution so that 
both he, his employer and his cus- 
tomer may profit. 

Representative of the courses in 


NEW PEPPER UPPER 


- gpa 
S| 


WISCONSIN 


pat 


IN CANS 
OR BULK 


SAVERKRAUT S¢ 
Sas eens nia Sf 


AT a DEALER'S 


BEST QuaAtiTY 
RICH IN VITAMING 4.8-€.0 


Newspapers, radio and a wide assort- 

ment of display units are being used by 

the Wisconsin Agricultural Authority in 

promoting the popularity of kraut as a 
pep stimulator. 


abeuiiated Mr. Richert said, is an 
outline of one prepared and used by 
Sherman T. Ramey, a state teacher 
in Missouri. 

This course begins with consider- 
ation of advertising as a powerful 
but intangible force in modern 
business and as one of the great 
influences in national economic life. 
It includes discussion of the total 
sums now being spent in advertising 
and lists four companies—Sears 
Roebuck & Co., Montgomery Ward 
& Co., Coca-Cola Company and 
Seven-Up—as examples of organi- 
zations whose growth can be attrib- 
uted in large part to consistent 
advertising. 

The part of the course devoted to 


truth 


| limated lying, exaggeration, misrep- 


| the truthful advertiser. 


| Egypt found about 3000 B. C. There 
‘is similar treatment accorded the 


|to the early history of advertising, 
| tracing its growth from as far back 


in advertising probes quite 
frankly into the many criticisms 
voiced against certain advertisers 
and the type of copy used. It em- 
phasizes that such practices—‘“sub- 


resentation’”—help advertisers to dig 
their own graves and also to injure 


Considerable attention is devoted 


as the first known advertisement in 


history of printing. 
Attendance Promoted 


The representatives of Uncle Sam, | 
in teaching advertising, are also| 
proving themselves adept at pro- | 
moting attendance at classes. A 
recent example, exhibited at the 
conference, is a handout which fol- 
lowed a direct mail solicitation for 
grocer sales classes in Fargo. All 
grocer clerks in the city received 
letters. The handout was printed 
on an actual paper bag. It read: 

“IT’S IN THE BAG. 

“A chance to learn more about 
what you sell. The other day Uncle 
Sam delivered a letter to you about 
grocer sales classes to be begun 
March 7 at 7:30 p. m. in the Cham- 
ber of Commerce, Fargo. 


No Ax to Grind 


“Now, no retailer, wholesale gro- 
cer or manufacturer has an ax to 
grind ir encouraging you to attend 
these classes. It is an opportunity 
for each of us to come to know more 
of the commodities we sell and at 
so trifling a cost that that part is not 
worth considering.” 

States represented at the confer- 
ence were Illinois, Iowa, Indiana, 
Michigan, Wisconsin, Minnesota, 
North and South Dakota, Kansas, 
Nebraska and Missouri. This con- 
ference followed a similar one in 
the Southern region. Others will be 
held shortly in Eastern and Western 


regions. 


SS 


SET FOR CONVENTION 


Veit, 
York Times, 
| for the National Newspaper Promotion 


Ivan promotion manager, New 


who is convention chairman 


Association which meets April 25-30 at 

the Waldorf-Astoria Hotel. Mr. Veit 

has also been nominated as president of 
the Bsn for the Recess. year. 


Fair Expected 
to Draw Record 
ANPA Attendance 


New York, April 20.—With a ban- 
ner attendance anticipated because 
of the added attraction of the 
World’s Fair opening, the American 
Newspaper Publishers Association 
will hold its annual convention here 
April 25-28. The four-day meeting 
will be devoted to discussions of a 
wide variety of problems facing 
newspapers today, including adver- 
tising, editorial and policy matters. 

For the second successive year, 
the National Newspaper Promotion 
Association will hold its annual 
meeting in conjunction with the 
ANPA convention. The _ general 
theme of the ANPA meeting will be 
“Promoting the Newspaper of To- 
day and Tomorrow.” 

The Wednesday afternoon session 
of the ANPA convention will be 
taken over by the Bureau of Ad- 
vertising, with Edwin S. Friendly of 
the New York Sun serving as chair- 
man. Speakers at that session will 
include Atherton W. Hobler, presi- 
dent, Benton & Bowles; Harold An- 


derson, American Institute of Pub- 
lic Opinion; Elzey Roberts, St. Louis 
Star-Times; and William A. Thom- 
son and Wilder Breckenridge of the 
bureau. 

Among the subjects scheduled for 
the bureau session is the campaign 
to raise an annual fund of $400,000 
to permit an expansion in the bu- 
reau’s activities. The annual dinner 
of the bureau will be held Thursday 
evening. 

The Tuesday morning session, for 
non-metropolitan publishers, will be 
presided over by John L. Stewart 
of the Observer Reporter, Washing- 
ton, Pa. A series of open discus- 
sions is planned, following which the 
entire group of ANPA delegates will 
be guests of Grover Whalen at a 
preview of the fair. 

Wednesday morning will be de- 
voted to a general session, under the 
chairmanship of James C. Stahl- 
man of the Nashville Banner, 
ANPA president. 

Mrs. Ogden Reid, New York Her- 
ald Tribune; Kenneth Collins, New 
York Times; Herbert Brucker, Co- 
lumbia University School of Jour- 
nalism; and George Benneyan, 
Bureau of Advertising, will be fea- 
tured speakers at the ANPA meet- 
ings, along with Harry Peck, Peck 
Advertising Agency, and H. W. 
Hailey, Scripps-Howard Newspa- 


rs. 

Other last-minute additions to 
this list are expected by Ivan Veit of 
the New York Times, convention 
chairman. Seven round-table dis- 
cussions, led by association mem- 
bers, are also planned. Although the 
convention officially closes Friday, 
most of the delegates are expected 
to remain in New York to attend the 
opening of the fair on Sunday. 


Heneph Issues Schedule 


An advertising schedule for the 
next three months, including 200 
newspapers, has been released by 
Heneph Corporation, Kingston, 
N. Y., for Sulpho-Sol, arthritis rem- 
edy. Jasper, Lynch & Fishel, New 
York, directs the account. 


eae Ne rae 


— QUINTARY (kwin tari) adj. Fifth: next in order after the J 
fourth. (Webster's New Int'l Dictionary. 2nd Edition. Unabridged.) 
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50.000 WATTS 


CBS 


STATION FOR SOUTHERN CALIFORNIA 


COLUMBIA SQUARE+ LOS ANGELES + REPRESENTED BY RADIO SALES 
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ADVERTISING AGE 


N OTHER advertising actually sells so much mer- 
chandise as an American Weekly color page.” 


we didn’t write this — 


—but we can expla 


population and over, The American Weekly reaches 
50% or more of the families. No other publication 


The SOCIAL REGISTER 
of AMERICAN BUSINESS 


A partial list of Important Advertisers in The American Weekly 


American Cranberry Exchange 
American Sugar Refining Co. 
American Tobacco Co., The 
Anheaser-Busch, Inc. 

Armour & Company 
Associated Distributors, Inc. 


during 1936, 1937 and 1938 


Kraft-Phenix Cheese Corp. 
Kraft Cheeses 
Miracle Whip Salad Dressing 
Lady Esther Compan 
Lambert Pharmacal Co. 
Lamont, Corliss & Co. 


Babbitt, Inc., B. T. Lane Bryant 
The above statement is from a bulletin issued to the even comes close to doing a comparable job. Best Food, Inc The Ls cing & Ca lc, Thos 
° ° ° ° Borden Co. ver Bros. Co. 
sales department of a big chain store organization— , . , ; ‘ois Sales Corp. Lan Soup end Sldhes 
; P g clan. Here’s how this concentration of circulation works out: Brasil Nut Association lana 
i and that company actually spends its own money to Bristol-Myers Co. Libby, MNeill & Libby 
° ° ° . ‘hes Brookline Chemical Co. iggett & Toba 
advertise in The American Weekly. ‘The American Weekly reaches 20% or more of all the families in Brown & Williamson Tobacco Corp. Larillard Co., Inc.,P. 


eae i 


ee 


—* 


One way to explain it is to say, it’s based on experi- 
ence—on seeing something happen when advertising 
appears in this Mighty Magazine. 


And the biggest department stores, grocery and drug 
chains and other retailers in America check with that. 


656 of the 995 cities of 10,000 population and over — the richest 
buying areas. The next largest weekly magazine does that kind of 
job in only 199 of these 995 cities. 


The American Weekly reaches an average of 46% of all the families 
in 1,918 of the 3,165 towns and cities of 2,500 and over where 
$4 out of every $5 are spent. 


California Fruit Growers Exch, 

California Packing Corp. 

California Prune & Apricot 
Growers Assn. 

Campana Sales Co, 

Canned Pea Marketing Co-op. 

Canned Salmon Industry 

Canning Peach Advisory Board 

Champion Spark Plug Co. 

Charis Corp. 

Chesebrough Mfg. Company 

Chrysler Corporation 


Luden’s, Incorporated 
Maiden Form Brassiere Co., Inc. 
Maybelline Co., The 
Mentholatum Company 
Metropolitan Life Insurance Co. 
National Biscuit Co. 

Premium Crackers 

Ritz Crackers 

Shredded Wheat 
National Radio Institute 
Norge Division, Borg- Warner Corp. 
Norwegian Canners Assn. 


That's the reason that retail dealers all over the United States will en Rove Fhameaas Can iy 
° @ ° ° ° ° odge bros. tario lrave ublicit cau 
They ask for advance copies of The American Weekly stock the merchandise advertised in The American Weekly — and Plymouth San Aeteen Galen mw hes 


so they can make sales tie-ins—design window dis- 
plays, prepare local newspaper advertising and coun- 
ter displays, and decide on other cooperative plans. 


But let’s bring it down to cases by asking—how much 
national magazine circulation- penetration does it 
take, in a city or town, to develop retail sales-action? 


Marketing experts say that 10% coverage of families 
in a given community is not enough. 


But boost this to 20% ~— one out of five families — 
and consumer demand begins to move goods off the 
retailers’ shelves. 


Increase that to 30% — or 40% —and real action starts! 


that’s the reason the records show that the “dealer influence” of The 
American Weekly is far greater than that of any other publication. 


“remarkable power” 
“For many years,” writes the adver- 
tising manager of a world-famous 
department store, “I have had con- 
siderable knowledge of and great 
respect for The American Weekly 
and we have repeatedly experienced 
observations of its remarkable 
power as a merchandising medium.” 


40,000 extra displays in chain stores,” 
according to the campaign's Manag- 
ing Director. “That's important to 
any company,” he continued, “and 
I want to extend my compliments.” 


“sold the buyers” 
“I took the circulation break- 
downs, together with your American 
Weekly map, to New York and sold 
the buyers of each of the chains on 
giving us cooperation at the time 
this advertising breaks in The 
Weekly.” — from the principal of a 
midwest agency. 


yn ° 

<4 Cock-A-Doodle-Doo! 
April continues the monthly record of increased advertising lineage in The Amer- 
ican Weekly for 1939. Starting in January, this record has been maintained for 


“30,000 to 40,000..." 


A display idea, linking an advertis- 
ing campaign in The American 
Weekly with promotion on an allied 
product,will net between 30,000 and 


Clorox Chemical Co. 
Coca-Cola Company, The 
Colgate-Palmolive-Peet Co. 

Cashmere Bouquet 

Halo Shampoo 

Palmolive Soap 

Super Suds 
Corn Products Refining Co. 
Corning Glass Works 
Cream of Wheat Corp. 
Davis Company, R. B. 
Dearborn Supply Company 
Demuth & Co., Wm. 
Dennison Mig. Company 
Drackett Products Co., The 
Edison General Electric Appliance 

Company, Inc. 

Electric Vacuum Cleaner Co. 
Emerson Radio & Phono. Corp. 
Federal Life & Casualty Company 
Fitch Co., The F. W. 
Florida Citrus Commission 
Ford Motor Company 
Franco-American Spaghetti 
Frank & Co., In¢., S. M. 
Frigidaire Corporation 
General Electric Co. 
General Foods Corp. 
General Mills, Inc. 
General Motors Corp. 


Paramount Pictures Corp. 
Park & Tilford 
Parker Pen Co., The 
Pennzoil Co., The 
Pepsodent Co., The 
Perfection Stove Company 
Pineapple Producers Cooperative 
Assn., Ltd. 
Potter Drug & Chemical Corp. 
Procter & Gamble Co., The 
Pullman Company, The 
Pure Milk Cheese Co. 
Quaker Oats Company, The 
a Tourist Bureau 
alston Purina Co. 
Resinol Chemical Co. 


Reynolds Tobacco Company, R. J. 


Royal Lace Paper Works, Inc. 
Royal Typewriter Company, Inc. 
Scholl Mig. Company 
Scott Paper Company 
Sheaffer Pen Co., W. A. 
Silex Co., The 
Simoniz Company 
Slide Fasteners, Inc. 
Smith Brothers 
Smith & Corona Typewriters, Inc. 
Squibb & Sons, E. i 
Standard Brands, Inc. 
Chase & Sanborn's Coffee 


Buick Fleischmann’s Yeast 
four successive months. Orders for advertising secured in March, to be published Chevrolet Tender Leaf Tea 
. ‘ a Le in 1939, were substantially in excess of those secured in March of last year. Fisher Body Sterling Products, Inc. 
In 231 of the nations towns and cities of 10,000 J Oldsmobile Bayer Aspirin 
Pontiac Phillips’ Milk of Magnesia 


ABC figures, 1938, show a color page in The American Weekly costs $2.77 per thousand. 


ERICAN 


EA 


Glover Co., Inc., H. Clay 

Great Atlantic & Pacific Tea Co. 
Heinz Co., H. J. 

Holland Furnace Co, 

Hubinger Co., The 

Hudnut, Richard 

Hudson Motor {ar Company 
Hygeia Nursing Bottle Co., Inc. 
Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co. 
lodent Chemical Co. 

Jergens Co., The Andrew 

Johnson & Johnson 

Kaufman Brothers & Bondy, Inc. 
Kellogg Company 

Kleinert Rubber Co., 1. B. 


Swift & Company 

Tea Bureau, Inc. 

Union Oil Co. of California 
United Artists Corp. 

Van Camp Sea Food Company, Inc. 
Vick Chemical Company 
Wander Co., The 

Warner Bros. Pictures, Inc. 
Warren Corp., Northam 

Weco Products Company 
Westclox 

Western Auto Supply Co. 
Westinghouse Electric & Mfg. Co. 
Wigder Mig. Compan 

Wise & Co., William +d 

Young, Inc., W. F. 
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What $18,000 buys 
in The American Weekly 

A full page in color more than twice the size of any other magazine 

page in the world ... Over six and a half million families at a cost 


of less than ¥3 cent per family . . . the attention of the entire family 
instead of a single buying factor. 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmouve Binc., Carcaco . .. 5 Wixtnnor Square, Bostos . .. Arcane Bune., St. Louis .. . Evison Bune. Los Axceres cnecaiale 


Heanst Bivc., San Francisco. . Genenat Motors Bioc., Deraorr . . . Hawna Buvc., Crrverano... 101 Mamrerta Sr. Ariasta 
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Sponsors Launch 
Record Schedule of 
Bal! Broadcasts 


Time Expenditure of 
$5,000,000 Expected 
During 1939 Season 


New York, April 20.—Despite the 
chilly, wet reception accorded the 
scheduled opening of the big league 
baseball season this week, advertis- 
ers stood by ready to shower down on 
the nation’s sports fans the biggest 
expenditure on play-by-play broad- 
casts in radio history. It was esti- 
mated that about $5,000,000 in time 
alone will be spent this year by 
sponsors to provide record coverage 
during the national pastime’s cen- 
tennial celebration. 

In addition to the unprecedented 
baseball advertising appropriation, 
highlights of the season’s activity 
will include the following: 

1. Continuation of General Mills 
as the chief exponent of play-by- 
play ne with Atlantic Re- 


fining Company, B. F. Goodrich 
Company, Coca-Cola Company and 
Procter & Gamble Company as the 
other leading sponsors. The latter, 
incidentally, is a new addition to 
the ranks. 

2. Use of the largest number of 
stations to carry baseball broadcasts. 
About 200 will carry actual game 
descriptions, with an additional 100 
broadcasting re-played contests. 

3. The debut of the three major 
league New York teams as partici- 
pants in the radio schedules. 

4. Renewed accent on the part of 
sponsors on the need for careful 


handling of commercials during 
play-by-play descriptions. 
The latter point was forcibly 


brought out at a two-day conference 
conducted here by General Mills on 
the eve of the season’s inaugural. 
Quality, not quantity, will be the 
keynote of this advertiser’s commer- 
cial policy in baseball broadcasting 
this year, S. C. Gale, General Mills 
director of advertising, informed an- 
nouncers and station officials. Mr. 
Gale’s message was conveyed to the 
meeting by means of a recording, 
which was also used at three other 
regional conferences. 

General Mills will feature Wheat- 
ies in all games this year, under the 
direction of Knox Reeves Advertis- 
ing, Minneapolis, agency for the 
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4 Another RUPPERT poster 


bears THE SEAL OF 
LITHOGRAPHIC 
MERIT 
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PREPARED TO SPREAD CHEER AMONG NATION'S BASEBALL FANS 


pany; and Les Quailey, N. W. Ayer. 
Harper, Peco Gleason, Richard Colts, 


Dave 


Lee Davis, Ed Kennedy, 


product. With a number of doata| 
for sponsorship of minor league 
teams still pending, General Mills 
has 65 teams on its list now. In 
most cases, sponsorship is shared 
with one or more other advertisers. 
Wheaties will be promoted exclu- 
sively this year. Last season, a share 
of the commercials was given to 
Korn Kix. 

In New York, Procter & Gamble 
and Socony-Vacuum Oil Company 
will be co-sponsors with General 
Mills of the major league games. 

Atlantic Refining Company con- 
ducted its spring session for sports 
announcers in Philadelphia last 
weekend. The company will spon- 
sor 1,807 games over 38 stations 
from New Hampshire to Georgia, 
the largest schedule it has ever 
undertaken 


“Business Week” 
Traces Rise of 


Consumer Problem 


New York, April 21.—An increas- 
ing number of business men believe 
that organization of a Department 
of the Consumer to match existing 
labor and commerce devartments of 
the government would be an effec- 
tive solution to the “consumer 
problem.” This is one conclusion 
reached in a special report to be 
published by Business Week on the 
consumer movement. 

The magazine presentation, the 
sixteenth in a series made available 
to executives, is prefaced with this 
explanation: 

“This is a study of organized dis- 
content—the discontent of some con- 
sumers with the things they buy and 
the way those things are sold to 
them. It is a discontent which feeds 
upon itself and which business can- 
not afford to overlook because it has 
already assumed the proportions of 
a real threat to producers and dis- 
tributors of advertised brands. 

“The study is an effort to an- 
swer those questions about the con- 
sumer movement which business 
men are asking and to provide a 
directory of the movement for exec- 
utives who want to do something 
about it.” 


Single Authority Needed 


The study does not take sides in 
the question of organizing a Depart- 
ment of the Consumer. It says: 
“Some business men are beginning 
to wonder if it might not be prudent 
and astute to lend support to that 
movement. Within it (the consumer 
movement) there is at present no 
single responsible authority to which 
business can turn with its demand 
for the exercise of decent restraints, 
with its rebuttal to thousands of 
unjustified charges which feed on 
each other, with its honest desire to 
determine what consumer wants are 


Griffiths, 
Gren Rand, Sherb Herrick and Bill Pope. 
(left to il Paul Norris, Nick eee, — Saam, Jack plese and Ray Markey. 


Real harbingers of the sunny season ahead gather en masse to talk over their plans for amusing Mr. and Mrs. America. 
At the spring session of the Atlantic Refining Company's school for baseball announcers in Philadelphia: 
right) —Jim Peterson and W. Wallace Orr, N. W. Ayer; Joseph R. Rollins, advertising manager, Atlantic Refining Com- 
Second row (left to right): 


seated (left to 


Walt Newton, Earl 


Third row 


Rosey Rowswell, 


and to work out a mutually bene- 
| ficial program of satisfying as many 
of those wants as possible.” 

Beginning with the story of the 
modern consumer movement’s birth 
pangs in 1927, when “Your Money’s 
Worth” was published, the study 
traces the rise of such organizations 
as Consumers Research and Con- 
sumers Union and their leaders. 
These two organizations, the study 
asserts, “have in truth not only sup- 
plied the motive power for the en- 
tire consumer movement but they 
have written its philosophy, and set 
its course of action.” 

Discussion is included of the Tug- 
well bill and of its metamorphosis 
into the new food and drug bill and 
of other New Deal, NRA and legis- 
lative action affecting the consumer 
movement. 

Although the study refrains from 
editorializing it does comment that 
“The technique of scolding the 
guinea pigs for their doubts in the 
protection afforded by advertised 
brands isn’t, in the opinion of many 
strategists, as likely to win over or- 
ganized consumers as the ‘let’s get 
together and settle this thing be- 
tween ourselves’ attitude.” 

It also indicates that organiza- 
tions seeking to .enlist consumer 
opinion in price fixing arguments 
perform more effectively when they 
speak frankly. It mentions the fate 
suffered by the “Consumers Founda- 
tion” which slipped into oblivion 
when it became known that this 
was financed by the Institute of Dis- 
tribution as a front for its fight 
against price control legislation. In 
contrast, it asserts that the Great 
Atlantic & Pacific Tea Company, 
openly enlisting consumer opinion 
against chain taxes, has done well. 


NATIONAL DEFENSE 


BIGGER PAYROLLS 
IN BALTIMORE 


Defend your position in 
the Baltimore market 
on WFBR 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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W. J. Pxururrs 
Mechanical Superintendeni 
3l-vear Service Recorp 


Mitprep CARTER 
Business Office 


29-year Service Recorp 


Tuomas E. Quay 
Mailing Room 
25-year Service Recoro 


Henry W, STEVENS 
Composing Room 
29-year Service Recoxrp 


W. H. Garrison 
Advertising Staff 
25-YEAR Service Recorp 


THIS EMBLEM, worn by 347 of 
The Oklahoma Publishing Company 
family of 848, signifies five or more 
years’ continuous Company service, 


CaLvin WATKINS 
Mailing Room 
27-year Service. Recorp 


CLaupe E. HENSLEY 
Composing Room 
25-year Service Recorp 


C. R. Tune 
Advertising Make-up 
7-YEAR Service Recorp 


Eprtrn C. JOHNSON 
Editorial Columnist 
30-year Service Recorp 


Ratpu Carey 
Circulation Department 


Mailing Room 
25-year Service Recorp 


FRANK REZNY 


25-year Service Recorp 


CHYNA SEVERS 
Business Office 
28-year Service Recorp 


Cuarces I. Matuis 
Superintendent Mailing Room 
34-year Service Recorp 


A. C. Jackson 
Composing Room 
26-year Service Recorp 


THIS COMPANY IS KNOWN BY THE MEN IT KEEPS! 


@ On April 22nd, Oklahoma celebrated the 50th 
Anniversary of the opening of the Oklahoma country to 
settlement by the white men and the founding of Okla- 
homa City. Those fifty years have seen in Oklahoma 
City’s development a growth unparalleled in American 
history. Hand in hand with the city’s growth has been 
that of The Oklahoma Publishing Company. Today this 
Company pauses to pay tribute to its personnel . . . 
a group of skilled, loyal workers whose record of con- 
tinuous service to the Company, the City and the State 
totals fifty centuries rather than fifty years. 


Newspaper workers have a reputation for being 
wanderers. Oklahoman and Times employees have a 
reputation for sticking on the job. Witness the fact 
that more than a third of them have service records of 


ten years or more with the Company .. . that one 


hundred and six have been in the Oklahoma Publishing 
Company family for fifteen years or longer . . . that the 
twenty year group includes forty-eight and the young- 
est member of the pressroom crew has been listening 


to the roar of that same twelve unit Goss for five years. 


Yes, this company is known by the men it keeps . . . 
skilled and experienced men with Oklahoma’s pioneer- 
ing spirit . . . with a will to progress that comes only 
from taking extraordinary pride in the things they do 


and in the company for which they do them. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING CO. @ THE FARMER-STOCKMAN @ MISTLETOE EXPRESS @ WKY, OKLAHOMA CITY 


KVOR,. COLORADO SPRINGS @ KLZ. DENVER (Aifiliated Management) @ REPRESENTED BY THE KATZ AGENCY, INC. 
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ADVERTISING AGE 


April 24, 1939 


Women’s Group 
Lauds Programs on 
Democratic Ideals 


Makes Annual Selec- 
tions of Commercial, 
Sustaining Features 


New York, April 19.—Though 
many commercial programs received | 
high praise at the hands of the 
Women’s National Radio Committee, 
which announced its annual ap- 
praisal at a luncheon in the St. Regis 
Hotel here today, a sustaining pro- 
gram serving democratic ideals was 
selected as “most original and infor- 
mative introduced on the airwaves 
between April 1, 1938 and March 31, 
1939.” It was “Americans All— 
Immigrants All,” presented by the 
Federal Office of Education as a 
sustainer over Columbia Broadcast- 
ing System. Many commanding 
figures of the world of radio at- 
tended the luncheon and contributed 
to a symposium on “The Radio as 
a Medium for the Promotion of 
Good Will.” 
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... and advertise your products in 
INSTITUTIONS Magazine. . . the ONE 
publication that offers all of the fol- 
lowing advantages. . . 


1. Complete, all-inclusive coverage. . . 
‘ever 55,000 copies monthly. 


2.Read by the all-important RIGHT 
MEN ... the men with the POWER 
to PURCHASE. | 


3.A planned editorial policy that de- 
velops an intense reader interest. 


4.A sales producer . . . creates wide 
acceptance and prestige. 


5. Backed by a company with 50 years 
of publishing experience. 


of INSTITUTIONS Magezine 
Nov., 1938 (Audited by CCA) 
SEE as'k tine docawaved 8,601 
Hospitals and sanatoriums 6,110 
Schools and colleges..... 3,208 
GD o ccs de decececenoes 5,948 
Homes: schools for deaf, 
blind, asylums, etc..... 1,870 
Jails, houses of correction, 
penal institutions... .. ,238 
Gov't. Inst’ns & CCC Camps 1,612 
2,227 


Restaurants...........+> 1 
Building owners and 

ee TTT 3,074 
Real estate departments 

of insurance companies 78 


Steamship lines and dining 


car systems......... 100 
Power and gas companies 290 
Outfitters or jobbers, and 

their salesmen... ... 3,743 
Institutional departments 

of department stores... 132 
Architects specializing in 

institutions .. sae 5e9 
Manufacturers and their 

salesmen and agents... 3,627 
Pry ne 459 


"TOTAL 55.215 
Published Monthly 


A Domestic In our 60th 
Engineering year as 
Publication Publishers 


Domestic Engineering Company 
. 1889 


Est 


— 


Circulation of This issue 


OVER 55,000 COPIES 
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Formation of an auxiliary organi- | 
zation to supplement the work of | 
the Women’s National Radio Com-}| 
mittee, to be known as the Radio} 
Listeners, was announced at the 
luncheon. This new body was 
created to dissipate the belief held 
in some quarters that women’s or- 
ganizations live in a realm too rare- 
fied to represent general opinion. 
Any sincere radio listener, including 
males, may enroll in the new or-| 
ganization. 


Guide for Advertisers 


Mme. Yolanda Mero-Irion, who 
presided at the luncheon and de- 
scribed the expansion plans, said 
that with the supplementary service, 
the Women’s National Radio Com- 
mittee “is probably qualified to give 
the advertiser a more accurate 
gauge of radio public opinion than 
any other survey group.” 

While awarding its gold micro- 
phone to the government sponsored 
program, the committee also paid 
sincere praise to many other sus- 
taining programs representing the 
contribution of the networks to per- 
petuation of American ideals. Re- 
porting growing enthusiasm for 
offerings of this type, the committee 
suggested by inference that adver- 
tisers might find a new and fertile 
field in this direction. 

Turning to commercial aspects of 


radio, the committee selected “In- 
formation, Please,” the program of 
Canada Dry Ginger Ale, Inc., over 
the NBC Blue network, as the 
leader among audience participation 
or quiz shows. It picked the Ford 
Sunday Evening Hour on CBS as 
the most popular of the sponsored 
serious music programs, and in the 
field of light music, selected three 
programs heard on NBC networks 
as outstanding: Firestone Sym- 
phony, Cities Service Program, and 
American Album of Familiar Music, 
the last being the contribution of 
the Bayer Company. 

Dramatic programs which won 
special commendation included the 
Campbell Playhouse, for Campbell 
Soup Company, starring Orson 
Welles, over CBS; Lever Bros. Com- 
pany’s Lux Radio Theater, CBS; and 
Woodbury Playhouse, in behalf of 
John H. Woodbury, Inc., over NBC. 


Serial Wins Praise 


Serial programs were not included 
in the balloting, but Standard 
Brands’ program for Tenderleaf Tea, 
“One Man’s Family,” over NBC, re- 
ceived so many votes that the com- 
mittee accorded it special recogni- 
tion. This is a revolution in serials 
which many advertising men 
predicted was doomed to failure, 
since it departed from the familiar 
formula of strip shows. “One Man’s 
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over 55,000 copies monthly 


INSTITUTIONS is the ONE publication that can give 


you complete, all-inclusive coverage of the huge institu- 


tional market. 


Each month it is read by over 55,000 


equipment-minded buyers in all classes of institutions. 
During 1939, as disclosed by a recent survey by our 


Editorial 
BILLION DOLLARS for 


of their institutions. 


YOUR products. . 


. you 


Department, these buyers will spend 2'/2 


re-equipping and remodeling 


This figure does not include their 
current operating expenses. 


And if they are to buy 
must keep your sales message 


constantly before all of them. 


This vast market is opened for your products through 


this ONE all-inclusive medium! 


Not just 55,000 custo- 


mers. .. . These 55,000 readers of INSTITUTIONS Mag- 
azine are responsible for satisfying the daily want-desires 
of millions of people daily. 


Yet, even with a circulation of over 55,000 and a high- 


calibre editorial content, 


an advertisement in INSTITU- 


TIONS Magazine may be had for as low as $60 per 
month (12-time basis). Consult your advertising agency 


about the all-inclusive 
Magazine. 
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INSTITUTIONS 


coverage of 


i CORATIN, MAINTAINING FE OOEUNG 


PRAIRIE AVENUE 
... CHICAGO, ILL. 


ARE STUDIED 


« STATES’ WAGE-HOUR 


a nul Manncement Is Made a Professton ais ead GROUP 


| HUMOROUS APPEAL 
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__.. MUELLER’S 


Featuring the egg content of its noodles, 
C. F. Mueller Company has launched a 
newspaper drive in Eastern cities. 


Family” is a 30-minute Wednesday 
night program, and the next instal- 
ment comes Sunday afternoon. 

Standard Brands Inc., also re- 
ceived some faint praise for the 
Sunday night Chase & Sanborn hour 
over NBC, the committee reporting 
that Edgar Bergen and his dummy, 
Charlie McCarthy are superlative, 
but that other features on the pro- 
gram do not maintain the standard. 
General Foods Corporation’s new 
Maxwell House show over NBC, 
“Good News of 1939,” also received 
special commendation. 


Listeners Like News 


The committee reported that a 
special effort was made to secure 
the reaction of listeners to the nu- 
merous types of news presentations 
on the air, with the result that an 
increasingly large and enthusiastic 
audience was noted for the brief 
five-minute broadcasts which are 
presented by oil and gasoline com- 
panies and by the networks them- 
selves. 

Among news commentators, H. V. 
Kaltenborn, who handled the Euro- 
pean crisis of last fall for CBS, and 
who is shortly to go to work for 
Pure Oil Company, had a tremen- 
dous lead. Paul Sullavan, who 
appears on Midwest networks, and 
was formerly sponsored by Liberty, 
was also highly commended. 

General Foods Corporation's 
Jell-O program was praised for the 
ingratiating quality of its advertis- 
ing, the same comment being made 
of Standard Brands’ Tenderleaf Tea 
show. 

The committee found that young- 
sters do not confine their attention 
exclusively to blood and thunder 
programs and said some kind words 
about “Let’s Pretend,” the CBS 
offering, and “Musical Plays,” by 
Ireene Wicker, of NBC, in the enter- 
tainment field, as well as several 
children’s educational programs. 


Haynes Named Publisher 

Eldridge Haynes, vice-president, 
McGraw-Hill Publishing Company, 
formerly in charge of district office 
operations, has been named pub- 
lisher of McGraw-Hill’s construc- 
| tion magazines, Engineering News- 
| Record, and Construction Methods 
and Equipment. L. F. Stoll, pub- 
lisher of the transportation papers, 
will take over Mr. Haynes’ former 
duties. 


Decker in Riggs Post 

Frederic C. Decker has been ap- 
pointed advertising manager of 
Riggs Optical Company, Chicago, 
succeeding Herbert Strauss, who 
resigned recently to join the Grey 
Advertising Agency, New York. Mr. 
Decker has been assistant advertis- 
ing manager for the past two and a 
half years and before that was asso- 
ciated with the New York Sun. 


Martz Joins Studebaker 


Joseph A. Martz has resigned as 
account executive of the Buchen 
Company, Chicago, to join the 
Studebaker Corporation, South 
Bend, Ind., where he will do cus- 
tomer relations and research work. 


Mueller Turns 
to Gags in New 
Spring Campaign 


New York, April 20.—Adopting 
a humorous appeal for the first time, 
C. F. Mueller Company this week 
began a spring campaign for its egg 
noodles, macaroni and_ spaghetti 
products in 63 newspapers east of 
Detroit. 

The opening insertion features 
“Miss Egg Noodle,” the upper half 
of whose body consists of a package 
of the Mueller product. Pictured as 
a beauty contest winner, she says “I 
owe it all to eggs.” This devise is 
employed to drive home the claim 
that “there are more eggs in Muel- 
ler’s egg noodles.” 

Drawings portray several hens 
punching a time clock, and two, la- 
beled “Mabel” and “Peggy,” work- 
ing overtime under artificial light. 
Another pictures a hen presenting 
a basket of eggs to “Miss Egg 
Noodle.” 

Although the gag technique domi- 
nates the copy, the standard appeal 
of a recipe is also used. In addition 
to its humorous copy, Mueller plans 
a series of insertions devoted to rec- 
ipes alone. Kenyon & Eckhardt 
prepared the campaign. 


Perry Re-elected Head 
of Canadian Group 


N. Roy Perry, MacLean Publish- 
ing Company, has been re-elected 
president of the Canadian National 
Newspapers and Periodicals Asso- 
ciation. Vice-presidents are T. J. 
Tobin, Canadian Countryman; A. A. 
Burrows, Canadian Transportation; 
and C. T. Croucher, Consolidated 
Press Ltd. 

Other officers are E. J. Weld, 
Farmer’s Advocate, treasurer, and 
I. D. Carson, Association manager, 
secretary. 


Cohen Appoints Sneider 


Cohen Bros. Specialties, Inc., New 
York, manufacturer of formal wear, 
uniforms and clothing specialties, 
has appointed A. M. Sneider & Co., 
New York, to direct the most exten- 
sive campaign in the history of the 
firm. Business papers and direct 
mail will be used. 


“Bulletin” Picks Office 


The Chicago office of the Phila- 
delphia Bulletin, to be opened May 
1, will be situated at 333 N. Mich- 
igan avenue. No location has been 
selected for the new Detroit office. 
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April 24, 1939 ADVERTISING AGE 


Did you ever walk 
out of astore - 
because it didn’t have 


what you wanted 
to buy? 


It’s happened to every one of us. We 
walk into a store to buy something. The store 


doesn’t have it. We walk out again. No sale. 


It happens even when what you want to 
buy is something simple, something long on 
the marketand widely advertised. Like Quaker 
Puffed Wheat, for instance. Did you know that 


some grocery stores don’t sell it? 


Not in New York City’s high-income neigh- 


borhoods. There, practically every store sells 


it. But in the city’s low-income neighborhoods, 


only six stores out of ten sell it.* 


- Strange? Not very. Simply a matter of mar- 
kets and distribution. Distribution of estab- 


lished, advertised products follows the market. 


Where the market is good, distribution is high. 


Where the market is poor, distribution is low. 


Distribution of most sdiveetiond products is 
highest in New York City’s high-income 
neighborhoods. . . because the families in these 
neighborhoods comprise a large and active 
market. Easy and less costly to sell, they form 
the most profitable part of the world’s richest 
market... the part in which The New York 
Times concentrates your advertising so your 


advertising can concentrate on selling. 


The New Hork Gimes 


“ALL THE News TuHat’s Fit TO PRINT” 


CHICAGO * BOSTON * DETROIT 


*A fact discovered by our Market Research Department, 
whose studies in the New York City retail grocery and drug 
fields are available to interested executives upon request. 
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Bendix Weathers 
New Product Ills; 
Sales Up 35% 


Distribution Problems 
Solved As Company 
Pushes Efforts 


New York, April 18.—Judson S. 
Sayre, vice-president, Bendix Home 
Appliances, Inc., brought the mer- 
chandising story of his company’s 
introduction of the Bendix home 
laundry up to date here today by 
revealing methods used to record a 
35 per cent sales increase during the 
first quarter of this year. 

Playing a return engagement be- 
fore the Sales Executives Club, Mr. 
Sayre told the results of the plan 
which he outlined before the same 
group in November, 1937, soon after 
the introduction of the home laun- 
dry unit. 

Although Bendix sold 47.2 per 
cent of all washing machines priced 
over $100 during 1938, the speaker 
emphasized that the record was 
achieved only by surmounting a 


f  —__—— 


| 
variety of troublesome obstacles, 
some of which still beset the com- 
pany. 
Auspicious Start 


The Bendix machine was intro- 
duced Oct. 1, 1937, after dealer out- 


lets had been opened, salesmen 
trained, and _ advertising guns 
loaded. Business was then on the 


down grade, and dealers were heav- 
ily stocked with competing ma- 
chines, but the new product got off 
to a flying start when 14,000 inquir- 
ies were received from insertions in 
three magazines. A color page in a 
Chicago newspaper produced 1,500 
replies. 

The product attracted so much at- 
tention that there was a waiting 
list of distributors, and the trade 
got the idea that the machine would 
sell itself. Some distributors were 
careless about the selection and 
training of dealers, and Bendix en- 
countered its first setback. 

Three months after the product 
was introduced, at the outset of 
1938, business was slow and Bendix 
decided to gamble on a predicted 
spring upturn. Heavy advertising 
was scheduled to begin in March, 
and an intensive sales drive was 
launched. 

Mr. Sayre declared his company 
knew that appliance dealers push 


heavily stocked, and a plan by 
which distributors bought a fixed 
number of machines at fixed inter- 
vals was adopted to encourage peak 
selling effort on the part of dealers. 

The immediate result of this ef- 
fort was the soaring of sales volume 
to a new high. The quota estab- 
lished for the first four months was 
passed in three weeks, and Bendix 
executives were convinced that 
their product was depression proof. 


Product Trouble Develops 


Another setback followed when 
product trouble began to crop up. 
Nothing was fundamentally wrong 
with the machine, but a succession 
of little things began to happen. 
Competitors took full advantage of 
this failing, which was heightened 
by the fact that many dealers had 
not taken the trouble to learn 
proper installation methods, and 
sales slumped again. 

In March, 1938, the company was 
in the position of having contracted 
for heavy advertising expenditures 
in return for a fixed number of or- 
ders from distributors, and yet busi- 
ness was at low point. Bendix can- 
celled what advertising it could, and 
released distributors from their ob- 
ligation to purchase on a fixed 
schedule. 

Meanwhile, company engineers 


those products with which they are 


went to work to iron out the prod- 
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... said 


PROFESSOR 
PARTHENON 


} —_ — — | | 

. a | ' ' * " * " 

rT Se | "Among other things," he continued, "I learned that the rule 
‘ | ' 


of frequency functions here just as it does all through life. 


. . . Surprisingly enough—l! held a pair of jacks five times 


during the evening and—could you believe it—when the 


chips were counted | had more than some of the others who 


held aces or kings once or twice." 


Thank you, professor! 


5 is a magic number. 


In radio it 


means frequency and puts you in the success bracket of 


sponsors. The wise radio buyer, too, knows that ‘frequency 


does it!" 


He knows that on St. Louis KWK he can reach his 


prospects again and again and AGAIN—and stay within 


his budget. . 


. . Get the complete story of this NBC affiliate 


—St. Louis KWK; greater frequency is but one of the many 


reasons why more chips fall into the KWK-advertiser's 
basket! 


ST. LOUIS 


HOTEL CHASE 


PAUL H 


Thomas Patrick, Incorporated 


ST. LOUIS 


Representative 


. RAYMER CO. 


NEW YORK—CHICAGO—SAN FRANCISCO 
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STANDARD OIL COMPANY OF CALIFORNIA 


Ever alert to the demands of an adoring public, Walt Disney's family of celebrities 

appear in print in behalf of Standard Oil Company of California's products. The 

layout appeared in full-page newspaper space in the company's marketing area. 

Apparently the standardized answer to all the questions came within the require- 
ments of even Dopey's staggering mentality. 


uct trouble, and Bendix took back 
and junked unsatisfactory machines 
in the hands of dealers. This move 
cost the company a_ considerable 
sum, Mr. Sayre asserted, but was 
worth it for the good will value. 

To restore distributor confidence 
in the product, a testimonial letter 
contest was launched. The con- 
sumer advertising theme was also 
shifted to a testimonial appeal to 
lure back consumers who had heard 
that the new-type machine would 
not work satisfactorily. A contest 
among retail salesmen was also 
staged. 


New Machine Boosts Sales 


On July 7, 1938, Bendix sales hit 
bottom, but a fortnight later a new 
and improved machine was placed 
on the market and sales climbed 75 
per cent from the low point. The 
entire dealer organization of 4,500 
was called to meetings to learn de- 
tails of the new product, and the 
advertising was planned in support 
of it. 

In September, sales reached a 
new all-time high, 300 per cent 
above the low point, and Bendix 
completed its first full year with 
its home laundry division “in the 
black.” Despite an extensive field 
campaign in November and Decem- 
ber, and trips to South Bend head- 
quarters for all distributors follow- 


still sat back to await customers to 
walk into display rooms after having 
been sold by national advertising. 

To pep up the field force and dem- 
onstrate that no product selling for 
$179.50 can be sold entirely through 
advertising, dealer and distributor 
contests were arranged. To get con- 
sumers to visit dealer showrooms, a 
consumer contest was also under- 
taken. 

Distributor in Key Role 

Reviewing this case history, Mr. 
Sayre asserted that success or fail- 
ure in any district depends to a 
large extent upon the enthusiasm 
and ability of the distributor. Sales 
results are still spotty, in direct 
ratio to the ability of man in charge 
of each region. “Distributors are 
}either good or lousy: there is no 
middle ground,” he said. 

To try to impress lagging distrib- 


utors with the opportunity they are 
wasting, Bendix arranged a meeting 
at which the distributors with the 
| best sales records told the others 
| how they did it. Field representa- 
| tives unable to attend were sent the 
story by mail. 


ing the Christmas holidays, dealers | 


Kreml Furnishes 
Genial Mates 
for Bald Victim 


(Continued from Page 1) 


coctions, and the third is bald as a 
cue ball because he was once a 
water soaker or a gigolo, or both. 


Offer Romantic Flavor 


The head man, on the other hand, 
is a Kreml user and has a neat head 
of hair. Copy also introduces a ro- 
mantic note with the headline: 
“How do you look to her?” Several 
additional insertions on the same 
general theme are planned, accord- 
ing to Erwin, Wasey & Co., the 
agency in charge. 

It was said that the shift in theme 
was merely an attempt to broaden 
the appeal of Kreml, and was not 
adopted because of some consumer 
criticism of the bald-headed theme 
by wives of men with pates. Janu- 
ary Kreml copy featured one such 
letter of criticism. (ADVERTISING 
AGE, Jan. 23.) 

The new appeal is being used in a 
list which includes American, Col- 
lier’s, Cosmopolitan, Liberty, Life, 
The Saturday Evening Post, and 
Time. 


ATTENTION VALUE | 


‘ 


i. : 
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PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufactures 
most direct method of contact at lowest 
cost with largest bona fide list. (Adve 
tisement.) 
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remendous Power 


made Flexible... 


IN ADVERTISING, the combination of power and 
flexibility which makes the organ unique among 
musical instruments finds its clearest expression in 
Rotogravure Sections. 


For when used in combination groups, Rotogravure Sec- 
tions deliver the most tremendous, measurable audience* 
of able-to-buy families in America, and when used in single 
units (as the case study on the following page demonstrates) 
they produce the most complete, hence readily merchan- 
disable coverage, obtainable in any given market. For 
details on the cost of using rotogravure and facts concern- 
ing the Gallup Research Bureau's evaluation of it, call on 


@ There is only one musical instrument which encompasses the 
range of a full orchestra and is at once so powerful, yet flexible, that 
it is capable of filling the greatest structure ever built with thundering 
harmony or lancing it with the whispered echo of a single note. . . 
That instrument is the organ! 


Kimberly-Clark. Because in addition to manufacturing Roto- 
plate, Kleerfect, and Hyfect — three of the most widely 
accepted rotogravure printing papers —the Kimberly-Clark 
Corporation maintains a bureau of statistical information 
and a trained technical staff for publishers, printers or 
advertisers faced with any problem arising over the use, 
preparation or printing of rotogravure copy. Please address 
your request to Kimberly-Clark Corporation, 8 S. Michigan 
Avenue, Chicago, Illinois, Advertising Department. 

“By measurable audience, we mean just that! For not only does rotogravure provide 
oan A.B. C. statement of circulation, but a Gallup Research Bureau statement as well! 


One which reveals the fact that the average inside advertising page in a roto- 
grovure section is actually looked at by 80% plus of the paper's total circulation. 
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Rotogravure helped TOASTMASTER 
chieve the best December in 


(@rporation 
Established 1872 + 67 Yeors of Service + Neenah, Wisconsin 


NEW YORK CHICAGO LOS ANGELES 
122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Stree! 
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ADVERTISING AGE 


CONVINCING TEST 


THIS BLINDFOLD 
TEST OPENED MY EVES 
TO TIRE SAFETY ! 


TRY IT YOURSELF TODAY 
FEEL THE 2500 SHARP-EDGED 
GAIPPERS IN AMAZING BRAKE 

ACTION TREAD! 


United States Rubber Company suggests 
a blindfold test to dramatize the safety 
qualities of its latest tire line. 


Blindfold Test 
Aids Motorists 
to “Feel Safety” 


New York, April 20.—The blind- 
fold test which caused something of 
a furor when introduced in cigar- 
ette copy a decade ago is being 
adapted to tire advertising by 
United States Rubber Company in 
a campaign for the new U. S. Royal 


Newspapers Make 


First Linage Gain 
in 18 Months 


New York, April 20.—Registering 
the first gain over the correspond- 
ing month of the previous year 
since September, 1937, total display 
in newspapers of 52 cities in March, 
1939, aggregated 89,668,450 lines, 
an increase of 4.9 per cent over 
March, 1938, according to Media 
Records, Inc. The advance was 
made despite an unexplained de- 
cline in automotive linage, which 
fell sharply in March, in contrast to 
continued gains in automobile reg- 
istrations during the month. Auto- 
motive linage in the 52 cities in 


March was 4,768,109, or 6.2 per cent 
under March, 1938. 

General advertising made its best 
comparative showing since August, 
1937, aggregating 17,413,710 lines, a 
decline of only 0.7 per cent from 
March, 1938. Financial advertising 
took a nosedive, its 1,694,579 lines 
representing a decline of 11.7 per 
cent from March, 1938. 


Retail Linage Healthy 


Retail and department store ad- 
vertising provided the encouraging 
feature of March, 1939. Retail ad- 
vertising amounted to 65,792,052 
lines, for a gain of 7.9 per cent over 
March, 1938. It was the first rela- 
tive increase in this classification 
since October, 1937. Department 
store linage followed the same 


trend, aggregating 28,262,068, or 6.3 
per cent over March, 1938. De- 
partment store advertising made a 
slight gain in January, 1939, after 
an entire year without reflecting 
an increase. 

Total advertising for March did 
not make quite as good a showing 
as total display, due to a decline of 
5.4 per cent in classified, which 
amounted only to 22,146,844 lines. 


Gain in First Quarter 


As a result of the good showing 
made by newspapers of these 52 
cities in March, the first quarter of 
1939 registers a gain of 0.4 per cent 
in total display over the cor- 
responding period of last year. 
Total advertising shows a slight 
loss, 0.7 per cent. 


New Chicago Agency 


Vollar & Marsh is the name of a 
new advertising agency located at 
208 W. Washington street, Chicago. 
Carl J. Vollar, formerly president 
of Advertising Research, Inc., is 
president of the new company, and 
Edward D. Marsh, president of 
Marsh Industrial Designs, will be 
vice-president, as well as continu- 
ing in his present business. He will 
be located in a branch office at 666 
Lake Shore drive. Central 3410 is 
the telephone number of the main 
office. Accounts served include that 
of the Advitagraph Corporation. 


Lee-Stockman Named 


H. Leo Gould, Inc., New York, 
importer and designer, has named 
Lee-Stockman, New York, to direct 
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IS A NEW SYSTEM OF CREDIT 
TO MAKE LOANS TO SMALL BUSINESS? * 
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Loans in lorge amounts hove been provided through 


St. Lows, Mo 


Walter W Smith | 


President, First | 


March 6, 1939 
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e campaign wil e of satety I Glad Lo offer tne following persona! a large proportion of our economic system answers: 
which “can be felt” and will urge oe the question contained in | Recently proposals have been mode for o new credit N reply to your questions would say 


in connection with Question 
nm the eighth 


Small and medium sized businesses | 5 
do not have access to the capital 
markets on a basis available to large 
enterprises’ Compilations by the Se 
curities and Exchange Commission 
indieste marked differentials in ex 
penses of séeurity fotations in favor | § 


readers and radio listeners to con- 
vince themselves of the truth of 
this statement by feeling the grip- 
ping edges of the new tire. The of large lasues, particularly in the 
blindfold test is suggested in news- | Nk stearic 
paper copy appearing in coopera- tional capital usually depends upon | 
tion with dealers. 


e istrict. there are 
hundreds of banks, large and smal 
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thelr ability to put out their money 
and are investigaling every oppor 
tunity to make safe loans 

By that I do not mean particularly 
the usual liquid joans, but even to go 

Garris @ Swing to four, five and six year maturities | 
THOMAS R PRESTON where they could estimate that the | 
| borrower would have the ability to | 


T R. Preston | repay - 
| es where credit has De 


ing recovery by restoring the flow of private investment 
Becouse of the importance of the proposal to a large pert 
of the nation, The United States News oddressed to 
bonkers and business ossocietions the following questions: 
1 Are smoll and medium-sized business enterprises in 
| | your area handicapped by difficulty in obtaining odequote 
| capitel of the type thet commercial benks under present 

Siu ‘tes teh toed maton ations 4 || Casting lows connet very well supply? ta mast inet 

business struggling in « field pos- | | 2 If they ore handicapped, could this deficiency be reme- | | ern Bho Bay Goon sufeend & fo to eonnceten ou 
sidbly now oversupplied with produc dred through changes mn bonking lows or through e separote | | dost, Amasiese Geckos Acsesl applications of borrowers who are * 
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system to oid these smoll businesses, as an aid in stimulet- | 
| 
} 


Jnderwoos & Under 
VIRGIL JORDAN 


DE WITT 


iw earnings of & commercial bank 
for its requirements The ability of 
email enterprises to meet thelr re 

quirements by retaining earnings 
was restricted by the undistributed | 
profits tax. which in the extreme | 


Show Structural Feature 
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The action of the new tire when = ee 6 ae | Themen 0 Maditena|| inswers received ore presented herewith | answers: | considerable period gf 


gripped by the brakes is graphically 
demonstrated by an actual section 


mal. For many concerns with good 
earnings in 1996 and 1937. the tax 
was & seriow handicap to the im- 
provement of the financia! structure 


| i N answer to your first question 
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enterprises throughout 


advertising is a strong U. S. Royal 
Master tire campaign in magazines 
and posters, featuring safety and 
the claim that these tires stop a 
ear from “4 to 223 feet quicker.” 
The copy urges adequate protection 
“for the spirited daughters of this 
modern generation’ who love to 
feel the rush of wind in their faces 
as they travel at high speed. 
Walter Emery is advertising man- 


Gay for supplying the needs of 


The comparatively small amounts  sasiier borrowers and if any busi 


loaned Dy (hese agencies suggest (nat 
the unfilled legitimate demand for 
credit on a term Basis is smaller than 
it popularly Believed 


ness in (his section & suffering from 
Want of sufficient credit. 4 can be 
attributable to one of three causes 

1 The reputation of tne individ 
vases in contro! 

2 The capacity and expenence of 
the management 

3. ~Sud-normal earring sbdility 

Any plan @hich might be devised 
for insuring such crediw would in 
evitably result in tne assumption of 1 
risk and lomes which should be | (” 
borne by the individual-@usinews § 6/ 
man , 


lf termediate credit banks for 
industry were § established ney 
would presumabdiy supplement tne 
facilities now svailable A recent 
study by the Conference Board sug- 
geet that refusals oF restrictions of 
credit accommedauens under the 
existing set-up are not sufficiently 
Bumerous or unjustifiable to indicate 
8 Need for special insUtuuions 


ONLY in THE UNITED STATES NEWS will you find the 
big “QUESTION OF THE WEEK” discussed by a number 
of important men in different lines of business . . . Governors, 
judges, labor leaders, industrialists, editors, army and navy exec- 
utives, Congressmen, all take part 


Insurance of loans to business 
under & system comparable lo FHA 
insurance of mortgage loans might 
result in some additional lending 
but 1 may be questioned whether 
many loans that do not meet the 
eendards of the banks and the 


Sumter. S$ C : Prendent. The 
National Bank of South Caroling 


in the forums conducted in 
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of White Horse Truck 


White Motor Company, Cleveland, 
has launched a special campaign to 
introduce its new White Horse line 
of trucks. A spread in The Satur- 
day Evening Post April 13 was the 
first insertion. Other copy is sched- 
uled for Business Week, Fortune, 
Time, business papers and direct 
mail, 

The new trucks mark the com- 
pany’s entry in the low-cost delivery 
field. It will continue to make and 
advertise its higher priced models, 
however. D’Arcy Advertising Com- 
pany, Cleveland, is the agency. 


Cheering News for 
Georgia Ad Managers 


Optimistic reports of progress in 
the state’s industries and agriculture 
were given the Georgia Daily News- 
Paper Advertising Managers’ Asso- 
Clation, at its meeting last week in 
Atlanta. These reports commented 
upon production in tobacco, cer- 
amics, paper pulp and live stock. 
_ The association, headed by Max 
‘ussbaum, Moultrie Observer, will 

| its next conference in Savan- 
July 10. 


Coppes to Diener 
Wm. L. Diener, Inc., Chicago, has 
n appointed agency for Coppes, 
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tion discussed was “Are new sources of credit needed for recovery of small 
businesses?” .. . 20 important men took the time and trouble to give a con- 


sidered answer and opinion. 


“THE QUESTION OF THE WEEK” typifies the many exclusive features in THE UNITED 
STATES NEWS—one of the reasons why it is read by thoughtful and important people. 


The theme—NATIONAL AFFAIRS—engages the interest of 
important people more intimately today than any other 


approach. 


Your advertising in THE UNITED STATES NEWS engages 
the reader’s attention in a way that is totally different and 
with unusual intimacy and power. 


The United States News 
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National Distillers 
Outlines New Plan 
on Price Contracts 


Injunction Technique 
Gains Voluntary Sup- 
port of Retailers 


New York, April 19.—A plan in- 
suring the maintenance of fair trade 
contracts without incurring possible 
ill will of the retailers involved was 
outlined here today by executives 
of National Distillers Products Cor- 
poration, following successful tests 
in Binghamton, N. Y., and Spring- 
field, Mass. 

The plan is believed to be adapt- 
able to nearly all cities of com- 
parable size, and will be so ex- 
tended by the company. 

Under the procedure, one price 
cutter is sued. He is offered an 
opportunity to consent to an injunc- 
tion, and usually does when it is 
explained that other injunctions 
will be obtained. The company 
then obtains from all package store 


owners in the community assents 
to injunctions restraining the re- 
tailers from selling the company’s 
products at prices below those 
stipulated in fair trade contracts. 


Equal Basis for All 


As worked out in Springfield, 30 
retailers agreed April 1 to accept 
such injunctions. The agreement, 
company officials said today, placed 
all of the retailers on an even foot- 
ing. It also permits the company 
to institute immediate contempt 
proceedings against any retailer 
who subsequently cuts prices. 

It avoids the necessity of individ- 
ual suits against retailers and the 
ill will that usually accompanies 
legal action of this type. It also 
avoids the greater expense involved 
in such suits. A major point in the 
procedure, according to company 
officials, is that it is taken with the 
full support of the retailers, since 
injunctions are voluntarily accepted 
by them. 

The plan is believed suitable only 
for smaller towns and cities where 
retailers know each other. 

The injunction order signed in 
Springfield will be used as a model 
for the procedure in other cities. 
It reads: 

“That the principal defendant and 
each of the intervening defendants, 


ADVERTISING AGE 
and their agents and servants, be, 
and hereby they are, permanently 
enjoined from advertising, offering 
for sale, or selling (all company 
brands are listed here) or any other 
beverage produced, distributed or 
sold by the plaintiffs, at less than 
the prices established by the plaint- 
iffs pursuant to plaintiffs’ contracts 
with other retail liquor dealers in 
this commonwealth, which prices 
are currently as set forth in an 
exhibit attached, or in the event 
that the prices are changed in ac- 
cordance with the provisions of the 
contracts, at less than the prices 
as so changed provided further that 
notice of any change in the prices 
shall be given to the defendants by 
the plaintiffs, or either of them, by 
mailing post paid by registered mail, 
return receipt requested, to each of 
the defendants, a notice setting 
forth said changes in prices, said 
notices shall be deemed to be suffi- 
cient even though the defendants 
or any of them shall not sign the 
return receipt therefore.” 


Hensel Opens Office 


Elliott C. Hensel, formerly with 
the Los Angeles Chamber of Com- 
merce, has opened a sales service 
office at 117 W. Ninth street, Los 
Angeles. The telephone number is 
VAndyke 0540. 


England 
is a 
“Boom” Market 
For American 
Exports 


Ww 


Bringing in the baron of beef at the St. George's 
Day banquet of the Royal Society of St. George. 


The following questions and answers may help you 
share of this expanding market 


get a bigger 


Question: What has been the recent 
trend of American exports to Great 
Britain? 

Answer: Using 1934 as a base, ex- 
ports in 19% increased 13.2%; 1936 
increased 14.9%; 1937 tncreased 40.2%; 


1938 increased 36.2%. 


Question: What other Industrial Indt- 
cators show that your English market 
1s expanding? 
Answer: In 1938, wholesale prices 
were up 10.¢ points; shipping rates 
up 19.0 points; rates of wages up 6.6 


points; coal exports up 6.5 points. 


luestion: What is the most economical 
method of obtaining national advertis 
ing coverage in England? 

Answer: Advertise in the Radio 
Times. It gives you a readership of 


one tamily in tour throughout the 


country, at a milline rate of $2.46. 


Question: Which English publication 
has the largest circulation amongst the 
more prosperous sections of the com- 
munity? : 

Answer: The Radio Times. Of its 
three million subscribers, one million 
belong to the wealthiest 25% of the 
population. No other publication is 
so well represented in this top in- 
come group. 


Question: How does a single weekly in- 
sertion in the Radio Times give you 
daily national coverage? 


Answer: An independent survey 


shows that each weekly copy is read 
every day for a week by go% of sub- 
the Radio Times 
is the only publication allowed to 


scribers. { Reas yn 


print B.B.C, radio programs up to a 
week in advance.) 
* * * 

If you are an American manufacturer 
selling in England and would like to 
have further market facts bearing on 
your particular problems, write to 
the Advertisement Director, British 
Broadcasting Publications, Broad 
Portland Place, 


casting House, 


London, W.1, England. 


The English weekly magazine with a density of coverage 


four times that of Life 


RADIO 


TIMES 


Guaranteed net weckly sales, 3,000,000 


Rate, $2.46 per line per million readers 
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ene i 


‘SS . ’ 
SPAM SPAM: 


— 
. ‘ = 


"SPAM "SPAM 
“ 2, 


. 


Portable record-players now help salesmen for George A. Hormel Company put 
across their merchandising story for Spam. 


Hormel Salesmen 
Say It with Music 
in Visiting Trade 


Austin, Minn., April 19.—A strik- 
ing application of showmanship to 
selling has been developed by 
George A. Hormel & Co., which has 
equipped salesmen calling on the 
retail food trade with all the ele- 
ments of an enjoyable vaudeville 
bill. 

A “Say It With Music” drive has 
been undertaken as a novel means 
of getting across the Hormel story 
in a manner calculated to impress 
retailers and gain results. Hormel 
salesmen now make their rounds 
with a portable radio with a record- 
playing attachment, and the mer- 
chandising tale is told via record- 
ings. 

Complete advertising plans for 
Spam, a meat product introduced 


recently, are recorded on wax. The 
new morning network program for 
Spam, called “It Happened in 
Hollywood,” consists of a romantic 
story unfolded before a completely 
musical background, which ex- 
plains the use of music in the mer- 
chandising scheme. 

Four and one-half minute record- 
ings explain the radio program, 
with Eddie Dunstedter and his or- 
chestra providing the music. Char- 
acters featured on the radio show 
make brief talks, and an announcer 
explains the campaign and gives a 
sample commercial. 

The announcer concludes’. by 
mentioning the national magazines 
in which Spam is being advertised, 
and by pointing out that the radio 
program was pre-tested on the Pa- 
cific coast. The program began on 
CBS April 3, and is heard three 
mornings a week. 

Batten, Barton, Durstine & Os- 
born is the agency. 
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lf WNAX primary daytime area were a 
single state, it would be one of the most 
remarkable states in the country. 


cash farm income, farm acreage, 


value of farms, autos on farms, trucks on 
farms and so on. But that's just part of 
the story. 


It's more than a tremendous rural market. 


gle state would be tenth in total 


population, eleventh in total retail sales 


* And, of cCOUrse, you 
can buy WNAX in 


combination with the 


and twelfth in total radio homes. 


The WNAX Primary Area is worth culti- 
vation — intensive cultivation — through 


lowa network at an WNAX. 

exceptionally low The facts are more than _ interesting. 

price. They're downright important to you. Write 
us for them—or call your nearest Katz 
Agency office. 


YANKTON, $.D. + 570 Kilocycles * CBS 
5000 WATTS L.$. © 1000 WATTS HIGHT 
Represented by THE KATZ AGENCY 


Key toa 5-STATE, $900,000,000 MARKET in the MIDWEST 
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Goves Relieved 
from Liability 
in Pinkham Fight 


Boston, April 18.—The final chap- 
ter in the bitter battle for control 
of the Lydia E. Pinkham Medicine 
Company was written today when 
the full bench of the Massachusetts 
Judicial Court handed down an 
order restraining the Gove faction 
from interfering with general sup- 
ervision of the business or attempt- 
ing to direct or control the com- 
pany’s advertising. The court ruled, 
however, that the Goves need not 
reimburse the corporation for $248,- 
000 spent for advertising during 


Listen to the Men Who Know 


1933 and 1934. The wrangle was car- 
ried to the Massachusetts Supreme 
Court which in July, 1937, settled 
the main issues and remanded others 
to a lower tribunal. 

The court said that the interest of 
Aroline P. and Lydia P. Gove, 
mother and daughter, in the com- 
pany’s advertising, was based pri- 
marily on a desire to acquire the 
Pinkham stock. It rebuked the 
Goves for unconscionable expendi- 
tures for advertising, ruling that 
they acted without authority in is- 
suing advertising contracts. 

The disagreement arose in 1927, 
the court said, and continued for a 
decade. The Goves also appointed 
their own advertising agency, so 
that two organizations were plac- 


ing copy for a time. Erwin, Wasey 
& Co. was the choice of Arthur W. 
Pinkham, president, and it is still 
in charge. 


To Michigan Telephone 


S. B. McCool, formerly assistant 
director of public relations of Mich- 
igan State Highway Department, 
Lansing, will become assistant 
advertising director of Michigan 
Bell Telephone Company, Detroit, 
June 1. 


Joins Sure-Fit 

Morris Salasin, formerly with 
H. M. Dittman Company, Phila- 
delphia agency, has been named 
advertising manager of Sure-Fit 
Products Company, Philadelphia, 
slip covers. 


Joins Macaroni Co. 


W. C. Hildebrand has resigned as 
sales manager of Reymer & Broth- 
ers, Pittsburgh candy manufac- 
turer, to take a similar position 
with S. Viviano Macaroni Mfg. 
Company, Carnegie, Pa. 


“Enterprise” Sold 

The Enterprise, Bartlesville, Okla., 
has been sold by Mrs. Pear] E. Leach 
to Examiner Publishing Company, 
publisher of the Bartlesville Exam- 
iner. Both newspapers will continue 
without any major changes. 


Hursh Joins “Newsweek” 

J. H. Hursh, formerly with Coun- 
try Gentleman, Cleveland, has 
joined Newsweek as manager of the 
Cleveland office. 
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NET PAID CIRCULATION EXCEEDS 1,000,000 


Employes of Elgin National Watch Com- 
pany picked one of their own girls, 
Arlene Warner, to act as “queen” at 
the company's New York World's Fair 
exhibit. Frank D. Brodsky, Elgin adver- 
tising manager, and Haddon Sundblom, 
illustrator, make it official. 


Steady Promotion 
Gives Parker Pen 
Year-Round Sales 


Janesville, Wis., April 18.—Con- 
sistent advertising was a major 
force in changing the sale of writ- 
ing instruments from a Christmas 
business only to a year-round vol- 
ume of sales, James N. Black, sales 
manager of the Parker Pen Com- 
pany, said here this week in com- 
menting on the company’s 50th an- 
niversary celebration. 

Recalling that Parker Pen had 
grown from a $1,080 investment 
made by two ambitious young men, 
Mr. Black said, “It has long been 
our policy to advertise consistently 
through the year. While Christmas 
business is still most important, this 
plan, more than anything else, has 
given us substantial sales every 
month of the year. 

“In 1929 our expenditure for 
space alone was $800,000. Since 
then it has been less, but this year 
it will exceed the half million 
mark.” 


Modernized Mousetrap Story 


Terming advertising the most im- 
portant single factor in the develop- 
ment of business in the United 
States, Mr. Black declared that the 
mousetrap adage needed qualifica- 
tion. “The finest article made,” he 
commented, “will not sell unless 
prospective purchasers know why it 
is good and why it is worth more to 
them than the money it costs.” 
“Some of us believe,” he added, 
“that every advertisement the 
Parker Company does not run may 
cost the jobs of at least 10 people 
in the plant. Obviously, there is a 
point beyond which advertising does 
not pay and beyond which one can- 
not afford to go, but it has been and 
I think always will be our policy 
that, as sales increase, advertising, 
too, shall increase to make more 
sales and more jobs.” 


Hotel Paper Starts 
New York Section 


A special metropolitan New York 
edition of Hotel World Review was 
launched April 22 by Ahrens Pub- 
lishing Company, New York. The 
section will be issued monthly and 
will be inserted in the publication’s 
regular national edition on the 
fourth Saturday of each month. 
Distribution of the new section 
will be among 2,000 hotel, club and 
restaurant executives in the New 
York City trading area. 


Join Envelope Company 


Clarence Worden and C. Kenneth 
Wright, both formerly of the New 
York Daily News, have joined Na- 
tional Premium Pay Envelope Cor- 
poration, New York, as general 
manager and advertising manager, 
respectively. Pay envelopes carry- 
ing advertisements and redeemable 
coupons are distributed monthly by 


the company. 
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The Parade 


Those in charge of the Parade of 
Progress, organized by food and 
other grocery advertisers to focus 
consumer attention on the great ad- 
vances made in the manufacture, 
packaging and distribution of these 
goods in the past generation, report 
that at least 200,000 stores are par- 
ticipating in the celebration. This 
is large-scale retailer cooperation 
which assures the success of the 
event, and guarantees the accom- 
plishment of the objective. 

While immediate business stimu- 
lation always follows a special pro- 
motional effort of this kind, the 
chief value of the Parade of Prog- 
ress, it seems to us, will come not 
from increasing current sales so 
much as improving the attitude of 
the public toward the manufac- 
turers, distributors and retail mer- 
chants who provide food products 
and other household necessities or- 
dinarily regarded as common-place. 

When progress is referred to by 
editors and orators, it is customary 
to point out new and spectacular 
industries such as the automotive, 
aviation, radio and similar fields. 
They have brought us the mechan- 
ical and electrical marvels 
have changed the American scene 
so remarkably, and it is natural to 
regard them as outstanding ex- 
amples of industrial progress. That 
is why it is worth while to remind 
the American housewife and her 
family that there have been equally 
astonishing developments in a field 


which 


Advertising Must Persuade 


John Benson, Four A’s 
and Lee Bristol, 
Bristol-Myers, 
comments in 
dresses 


pre 
vice-president of 
made significant 
recent public § ad- 


which deserve more em- 
phasis and consideration than they 
have talking to the 
group at Col- 
Benson again de- 
that 
ap- 
regarded as 
And 


received In 
education 
Mo., Mr 
veloped his favorite 
advertising makes an emotional 
peal and should not be 


consumer 
umbia, 
theme 


merely a factual presentation 


Mr. Bristol, in his address in Chi- 
cago a few weeks ago, defended ex- 
aggeration not involving misrepre- 


sentation of essential facts. 


The growth of the consumer 
movement, while not yet a threat} 
to advertising, does proceed in a| 


direction which may ultimately seek | 


to place severe restrictions upon it: 


use. Advertisers concede that only 
products which are unobjectionable 
from the standpoint of health and 


are legitimate otherwise 


given the advantage of advertising 


sident,| But they cannot see eye to eye with 


of Progress 


with which she is in daily contact. 

While packaged foods have 
brought sanitation and protection of 
quality and flavor, food manufac- 
turers have also created new and 
attractive products which make the 
American table the most interesting 
in the world. Better methods of 
producing and canning fruits and 
vegetables have enabled the Ameri- 
can consumer to disregard the sea- 
sons in planning his daily menu. 
High-speed, low cost transportation 
has made it possible to place orange 
juice on the breakfast table in mil- 
lions of homes all over the nation. 
Quick-freezing has opened another 
door to greater variety. 

In addition, competition for the 
grocery dollar has added new values 
in distribution. Both chain stores 
and independents have been im- 
proving their facilities at a pace 
almost as fast as that of the manu- 
facturers whose products they make 
available to the consumer. Greater 
convenience and economy are thus 
more than a phrase-——they represent 
substantial and continuing progress 
in distribution. 

There are other industries whose 
advances have been just as real and 
just as unspectacular as those of the 
grocery trade. They, too, might 
organize their parades of progress, 
and, as in the grocery celebration, 
remind consumers of the part that 
advertising has played in making 
improvements quickly available to 
the American public. 


the representative 

wants to examine advertising 

phrase under the microscope. 
As Mr. Benson pointed out, 


consumer who 


every 


ad- 


THE COMPETITIVE SYSTEM AT WORK 


ae 


LL 


8 “Te 


Electrical Merchandising 


"Isn't it asi brand both want my business!" 


Ad-libbing 


Double Purpose Copy? 

For sheer something-or-other we 
take great pride (as the toastmas- 
ters say) in presenting this exhibit 


DID YOU GET A BIG 
THICK CATALOG FROM 
A MAIL ORDER HOUSE 
RECENTLY? 


This Is a Good Time to Look It Over and 
Pick Out Whatever You Need in the 
Way of Men's and Boys’ Clothing 
and Furnishings! Then— 


COME TO US AND WE WILL MATCH 
IT... . Price for Price, Quality for Quality, 
and Still SAVE YOU SOME COLD CASH! 


perce 
=m om | 
ig 
ty = ee ee ee 
“BIG WW" GRAY COVERT WORK * th 
SHIRTS. Same lerge cot 79 ’ ’ “ 49¢ 
‘ c BOYS Buse 1 
RED KAP” Blue Covert Work Shorts MEN 5 On BOY Bee 
Same os you hed before Bre 4 yor un Oy 
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Fe O8 BEFORE YOU BUY WE CARRY THE LanoEST © 
OF DRESS AND WORK CLOTHING IX THIS SECTION 
or Wiconsrs 


ST. CLAIR-KRIEGER CO, 


of an advertisement run in his 
newspaper by a super-enterprising 


vertising must perform a selling 
function, and that means it must 
No salesman limits him- 
restatement of the cata- 
log descriptions of his products. Ad- 
vertising sells products than 
and in building an at- 
tractive picture of the advantages 
of ownership and use, it frequently 
gilds the lily. But what of it? 


persuade. 
self to the 


less 


possession, 


| tisers 
| 


should be 


Truth in advertising is a great 
slogan, and it was created by adver- 
But just as no one 
absolute truth, advertising 
hould make no pretense of always 
being truthful in a literal and scien- 
tific sense. If advertising promotes 
worthy pr without 
entation, it 


can de- 
fine 


ducts 


misrepre should 


be permitted an occasional flight 
into the realm of poets, orators and 
other great salesmen 


essential | 
at least | 


retailer of Chippewa Falls, Wis 
“Did you get a big thick catalog 
from a mail order house recently?” 
lhe good time to 
out whatever 
of men’s and 


“This 
r and pick 
you need in 


asks is a 
look it ove 


the way 


boys’ clothing and _§ furnishings! 
Then—come to us and we will 
match it. price for price, quality 
for quality, and still save vou some 


cold cash"’ 

Already we can _ visualize 
equally enterprising operator 
ing out handbills saying: “Did you 
see that beautiful Frigidaire ad in 
this week’s Post? Then come into 
| our and let us sell you one 
| of our Gadget refrigerators.” Or, 
iwhy hasn't one thought of 
buying a 20-second spot right after 
ithe Jack Benny program, using a 
plug something like this: “If you 
enjoyed Benny’s program for 
Jell-O, drop in at our store first 


| tl ng tomorrow for our special sale 


an 


pass- 


store 


some 


gack 


lasked its members to have 


iclaimed to know 


of Ourown gelatin dessert.” 

Even at that, we’re wondering 
how our friend in Chippewa Falls 
is going to match the mail order 
merchandise “price for price’ and 
still save us some “cold cash.” 


Brass Tacks Copy 


One of the most unusual pieces of 
copy we've ever seen appeared in 
a New Orleans paper recently over 
the signature of “Bro. C. Fred Har- 
per, founder of Honeybee Orphan- 
age and pastor, Milky Way Chris- 


tian Church, New Era, La.” It 
starts out like this: 
“On Friday, March 13, 1930, I 


found 25c, was preaching and didn’t 
have a job, so I decided that if the 
Lord was willing I would build a 
Christian Church. So I bought 25c 
worth of candy with the quarter 
that I found, and sold it for 50c, 
and I then bought 50c worth of 
candy and sold it for $1. I then 
took 80c from the $1 and bought a 
box of Milky Way candy and sold 
it for $2.40. . . Now I continued to 
sell Milky Way candy through nine 
Southern states, and built the 
church, 28x40.” 

The rest of it is too long to quote, 
but it’s equally interesting. The 
reason for the advertisement is that 
Bro. Harper has developed 125 
colonies of bees, and he is now sell- 
ing honey for the purpose of build- 
ing up his Honeybee Orphanage in 
the same way that he has already 
built up the Milky Way Christian 
Church. 


Rubber Stamp 
The Pennsylvania 
Publishers’ Association 


Newspaper 
this week 
a large 
rubber stamp made for use on pub- 
licity material. The stamp says, “It 
would be unfair to our readers and 
advertisers for us to print this free 
publicity material except at regular 
advertising rates.”” The association 
hopes that returning mail with this 
stamp on it will convince those 
sending the material out that their 
money is being wasted 


Words and Music 


the Gallup Poll, in a 
survey, learned that 
out of eight persons even 
the words of the 
The Post is re- 


‘Because 
nation-wide 
only one 


national anthem, 
printing the words and music of 
‘The Star Spangled Banner’ in a 


jspecial four-page insert in today’s 
Post.” So read a box on the front 
| page of a recent issue of the Wash- 
|ington Post. The tabloid insert re- 
producing the anthem also carried 
a complete history of the writing of 
|the song, and its gradual develop- 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1489. Sioux City and its 50- 
County Market. 


The Sioux City Tribune has is- 
sued this study of its 50-county 
market, covering natural resources, 
population and income, wholesalk 
and retail volume and other data. A 
colored map shows carrier deliver- 
ies by districts. 


No. 1477. Standard Market Data 
for Dallas, Texas. 


This study, issued by The Dallas 
Morning News, offers detailed mar- 
ket information covering population, 
standard of living, industries, whole- 
sale and retail trade outlets, with 
maps of the Dallas retail trade area. 
Facts about the paper’s editorial 
set-up, merchandising service, cir- 
culation, linage and other details 
are included. 


No. 1478. Yearbook, 1939. 


Several sections compose this 
new brochure issued by the Los 
Angeles Times. Opening pages are 
devoted to Southern California’s 
industry and commerce, and ‘the 
other sections deal with the cover- 
age of the market by Los Angeles 
papers, comparative linage figures 
in various classifications, and the 
features and services of the Times. 


No. 1475. 

tory. 
Two sections, with grocery and 
drug products in one, and automo- 
tive products and electric appliances 
in the other, comprise this study 
sponsored and released by the 
Memphis Commercial Appedl, the 
Press-Scimitar and Scripps-Howard 
Newspapers. The study, which sup- 
plements the 16-city Home Inven- 
tory issued last year by Scripps- 
Howard, shows brand preferences 
and other buying factors for prod- 
ucts in the various fields. 


Memphis Home Inven- 


No. 1487. How Farm Families 


Spend Their Money. 

Successful Farming has_ issued 
this study of farm families, their 
incomes and expenditures, based 
on the Department of Agriculture’s 
“Study of Consumer Purchases” 
and the National Resources Com- 
mittee’s “(Consumer Incomes in the 
United States.” The analysis spots 
the high and low income farm 
families, shows how they spend 
their money for goods and services 
and describes Successful Farming’s 
coverage of the spending group. 
No. 1488. Newspaper History is 
Being Made in Washington. 

In this brochure The Washingto! 
Post tells some of its past history, 
describes its “re-birth” in 1933 and 
enumerates the services and fea- 
tures which have been added since 
that time. 
No. 1484. Standard Market Infort- 
mation. 


This folder, issued by the Minne- 
sota Network, contains data 
population, radio homes, retail sale 
and spendable income for this mal 
ket. Facts are included about th 
‘facilities of KSTP, St. Paul-Mi- 
neapolis, the key station, KROC 
Rochester, KYSM, Mankato, 42° 
KFAM, Saint Cloud. 


No. 1485. Fashions in Cartons. 


More than 60 different styles 
folding cartons are illustrated 4° 
described in this brochure issued © 
Robert Gair Company. Each illus 
tration contains a diagram of 
carton flat and unprinted, showing 
construction and proportions, ~ 
well as the finished, printed 2” 
assembled package. 
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U. $. Rubber to 
Yield to FIC in 
Tire Price Case 


Agrees to Cease and 
Desist Order in Robin- 


son-Patman Action 


Washington, D. C., April 18.—The 
tire field, whose extensive opera- 
tions have long been under the 
scrutiny of the Federal Trade Com- 
mission, yielded a major victory to 
the government this week when the 
United States Rubber Company and 
a subsidiary, U. S. Tire Dealers Cor- 
poration, advised the FTC that they 
would consent to issuance of a cease 
and desist order against discrim- 
inatory prices in the sale of tires. 

Of three main charges made 
against the two companies, interest 
centered in one involving quantity 
discounts presumably based on sav- 
ings to the manufacturer. The 
Robinson-Patman act permits such 
discounts, but adds: 

“Provided, however, that the Fed- 
eral Trade Commission may ... 
fix quantity limits where it finds 
that available purchasers in greater 
quantities are so few as to render 
differentials unjustly discriminatory 
or promotive of monopoly... .” 

The Commission invoked this 
section (2a) of the Robinson-Pat- 
man act in connection with a 
charge that the two manufacturers 
sold tires bearing their own brands 
to certain dealers, oil companies 
and others who purchased in large 
quantities, at prices lower than 
those allowed on tires of the same 
grade and quality sold to other cus- 
tomers whose purchases are smaller 
in amount. 


Private Brands Involved 


A second charge said that the two 
companies, through subsidiaries, 
had sold to certain purchasers large 
quantities of special brand tires at 
prices lower than those charged 
other purchasers of tires of like 
grade and quality bearing its own 
brands. Companies identified as 
buyers of the special brands and as 
receiving discriminatory discounts 
were Montgomery Ward & Co., 
Atlas Supply Company, Western 
Auto Supply Company, Western 
Auto Supply Agency and Arkansas 
Fuel Oil Company. 

In a third charge, the FTC at- 
tacked an “overriding commission” 
of 7.5 per cent, paid to oil com- 
panies such as Socony-Vacuum, 
Pan-American, and Tide Water for 
their assistance in making tire sales 
to service stations to some extent 
controlled by them. 

United States Rubber Company 
and U. S. Tire Dealers Corporation 
denied allegations made in minor 
counts. They said that they have 


operated no retail stores since De- 
cember, 1938. 


KAUFMANN & FABRY CO 


425 S$ WABASH AVE 


. CHICAG 


Blames Agencies 
for Continuation 
of “Corny” Copy 


Chicago, April 18.— Advertising 
agencies are responsible for the 
“corny” quality of most advertising 
now appearing, in the opinion of 
James T. Mangan, advertising man- 
ager, Mills Novelty Company, who 
addressed the Agate Club yesterday. 
Modern design has not been given 
an opportunity to function in the 
creation of advertising, he charged. 

The reason agencies stick to the 
production of advertising 20 years 
behind the times, Mr. Mangan ob- 
served, is that this is the kind ad- 


vertisers are familiar with and are 
willing to okay. Creative talent in 
agency organizations is thus hamp- 
ered in the production of advertis- 
ing reflecting the times, he said. 

He urged publishers to set the 
pace for advertisers by employing 
correct design in their own promo- 
tional advertising. A promotion ad- 
vertisement, he said, should be at 
least as good and if possible better 
than the product advertised. 


Promotes Beer and Ale 


Having increased its advertising 
schedule, Beverwyck Breweries, 
Inc., Albany, N. Y., has begun a 
spring and summer drive in posters 
and 123 newspapers in seven East- 
ern states. Peck Advertising Agency, 
New York, is in charge. 


Promote L. I. Homes 

A newspaper campaign seeking to 
attract New York World’s Fair 
visitors to 700 selected homes in the 
county will be launched the last 
week in April by the Nassau 
County Association, Garden City, 
N. Y. Copy, emphasizing the area’s 
scenic and health advantages, will 
appear in newspapers in New York, 
New England, the Midwest and 
Canada. Metropolitan Advertising 
Company, New York, is preparing 
the campaign. William M. Tyack 
is account executive. 


“Metropolitan” Adds One 


The Rochester Democrat and 
Chronicle has become affiliated with 
Metropolitan Sunday Newspapers, 
Inc., New York, as an additional or 


optional paper. 


Introduces New Lighter 


Lektrolite Corporation, New York, 
has launched a spring campaign to 
introduce Glopoint - Lektrolite, a 
new dollar cigarette lighter. Copy 
has been placed in national maga- 
zines and business papers. Walters 
Advertising Associates, New York, 
is in charge. H. W. Janzer is ac- 
count executive. 


Fidelio Begins Drive 

Fidelio Brewery, Inc., New York, 
has begun a campaign in New York 
newspapers for Fidelio beer and ale. 
Copy stresses “Balanced Flavor” in 
a series of five advertisements, each 
of which will feature a different 
animal in a balancing act. Morgan 
Reichner & Co., New York, handles 
the account. 


figures cannot show: 


tightly unified, 


more than $12,256,000 per week. 
But here’s something that cold 


This entire four-state area is so 
commercially 
and traditionally, that it is re- 


The Salt Lake Tribune 


_» MORNING AND SUNDAY 


Diversified Resources Keep 
Business Good in the Vast 


entire publishing field. 
That’s why we can say 


“You have everything 


ules.” 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


the lowest milline rates in the 


favor when you place The Trib- 
une-Telegram on your “A’ sched- 
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LOOK AT THE 
RECORD 


Here are the four major sources, 
showing annual new wealth pro- 
duction in the Salt Lake Market 


Area: 
Salt Lake Market Area... aga 
ME sctveiweans 120,572,512 
Income - producing resources garded as a single city for sales Manufacturing .... 244,466,375 
stand on a broad base in this strategy purposes. Tourist Trade 36,000,000 
unusual market area. That's It is substantially served by one ae 
what market-wise sales planners metropolitan newspaper me- $637,345,243 
mean when they tell us, “You dium—The Salt Lake Tribune- 
have everything.” lelegram, read by more people 
than any other six newspapers 
Dollars-and-cents figures show combined in this area. The 
the sales volume potential — Tribune-Telegram has one of 


UNIFIED 
“BIG CITY“ 
MARKET 


to you, 
in your 


EVENING ONLY © 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


Salt Lake Telegram 
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Paul Garrett Cast 
in Headline Role 
at AFA Meeting 


New York, April 18.— Paul W. 
Garrett, director of public relations, 
General Motors Corporation, New 
York, will deliver the keynote 
speech at the 35th annual conven- 
tion and exposition, Advertising 
Federation of America, June 18-22, 
at the Waldorf- 
Astoria, New ,y 
York. This was 
announced this 
week by Henry 
Obermeyer, gen- 
eral chairman of 
the convention 
program com- 
mittee, and as- 
sistant vice- 
president, Con- 
solidated Edison 
Company of New 
York. 

The subject of 
Mr. Garrett’s talk will be the con- 
vention theme, ‘Advertising Today 
Builds Tomorrow’s Prosperity,” to 
be given at the opening general 
session, Monday, June 19. 

Other speakers already sched- 
uled, according to Mr. Obermeyer, 


Paul Garrett 


|include Elizabeth Arden, beauty ex- 
pert and cosmetic manufacturer; 
| George E. Sokolsky, writer and 
commentator; Bruce Barton; and 
Rev. John P. Boland, chairman of 
l\the New York State Labor Rela- 
| tions Board. 

| Miss Arden will speak at the 
Wednesday session with several 
other national advertisers who will 
discuss the convention theme. Mr. 
Sokolsky, as the concluding speaker 
of that session, will summarize the 
previous talks. Rev. Father Boland 
will speak Monday, along with a 
leading industrialist and a govern- 
ment official. 

Mr. Barton is scheduled to speak 
Sunday, June 18, at the opening ex- 
ercises, which will be held at the 
World’s Fair, to observe “Advertis- 
ing Federation Day for Interna- 
tional Good Will.” Many adver- 
tising men and women from other 
countries, who are attending the 
convention, will be honored on that 
occasion. 

Sir William Crawford, Knight of 
the British Empire, and advertising 
agency head, will lead a delegation 
of his countrymen to the conven- 
tion. Sir William is to give a talk 
at one of the sessions, conveying the 
greetings of Sir Harold Bellman, 
president of The Advertising As- 


Chocolate Makers Sued 


Over “Fair” Trade Name 


Pasquale Margarella, chocolate 
manufacturer, has filed suit in the 
New York supreme court against 
Lamont Corliss & Co., New York, 
and its subsidiary, Peter Cailler 
Kohler Swiss Chocolate Company, 
New York, charging unfair compe- 
tition and seeking to restrain the 
defendants from selling chocolates 
under the trade name “New York 
World’s Fair 1939.” 

Mr. Margarella claims to have 
registered his trade name “World’s 
Fair Brand” in 1912. No answer has 
been filed as yet. 


Frosted Foods in Drive 


“Convenience and Economy” is 
the theme of the spring and sum- 
mer advertising campaign launched 
by Frosted Foods Sales Corporation, 
New York. Twenty-five newspapers 
in key cities are being used, supple- 
mented by direct mail and point- 
of-sale promotion. Young & Rubi- 
cam, New York, is the agency. 


Indext Names Walters 


Indext Service, New York, pub- 
lisher of a directory of field research 
workers, has appointed Walters Ad- 
vertising Associates, New York, to 
handle its account. The directory 
will be distributed gratis to re- 


sociation of Great Britain. 


search companies, advertisers and 
agencies. 


“Dean me, Colonel-its 17.279 |” 


Some radio stations pull mail. 
& Peters 


knows which — and why — 


Some don’t. Free 


and when! For instance: 


The sponsor of a local talent 
program on one of our stations 
recently made a simple booklet 
offer ... the booklet containing 
pictures of the cast and jokes 
the 


used by leading comedy 


entire cost for both time and Exclusive Representatives: 
- WGR-WKBW .......... Buffalo 
P > , ° ’ 
talent was exactly $356.50! ET nc ccabnud Cineinnati 
- : MEE Seb doneonvevacs Davenport 
Now we won't say that the total || WHO .............. Des Moines | 
‘ : : \.  : SST, Fargo 
number of replies didn’t sur- |) WOWo-wGL ....... Ft. Wayne 
. 7 5 WOME cc cccccccces Kansas City 
prise us a little—but the big || wave .............. Louisville 
. . ‘ " WTCN Minneapolis-St. Paul 
point is that we knew the sta- || wanp |... Peerta | 
. itis ' — __.. SEEPS T rere St. Louis 
tion, knew the program, knew || wWoenr, Guanes 
the hour, knew that it was a 
" ; Southeast 
good buy for any advertiser who || WESC . -.+++,Charleston 
: , i Wis .. ..,.,.Columbia 
would take our recommendation WPTF ... Raleigh 
p WDBJ ..,. Roanoke 
on it. 
Southwest 
Incidentally, another half-hour || §G*®° ‘Wt. Worth-Datine | 
2 KTUL eeeokasacee Tulsa | 
of that same program is now atin 
: Pacific Coast 
available. May we tell vou | KOIN-KALE ......... Portinnd 
is 7 | KSFO. San Francisco | 
‘ 4 | 
about it? KVI Seattle-Tacoma 


_ WOLOS 
THE BLADE~ 
LIKE A WISE. 
THE EDGES Gan 
CANT a G3 a 


VIBRATE / 
NEW SOLID | 
GUARD BAR 


SMOOTHS SKIN 
AHEAD OF THE 
SHAVING EDGE 

FOR COMFORT 


emphasize the product's chief features. 


F ood Advertisers 
Will Support 
Restaurant Week 


Chicago, April 20.— Cooperation 
of several national and regional 
food advertisers is expected to give 
a substantial impetus to promotion 
for National Restaurant Week, May 
8-14, the National Restaurant As- 
sociation announced today. 

Among the national advertisers 
who will contribute either space or 
time in current advertising to pro- 
motion of the week are General 
Foods Company, General Mills and 
Standard Brands. Although the 
association will not purchase any 
paid advertising of its own, local 
associations and individual restau- 
rateurs are expected to spend more 
this year than in 1938. 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Picneer Radia Station Representatives 


team. That was on Saturday 

night. By Monday noon, 17.279 

letters had come in—and the 
CHICAGO NEW YORK 


180 N. Michigan 
Franklin 6373 


ZT Park Ave. 
Plaza 5-4131 


DETROIT SAN FRANCISCO 
New Center Bldg. One Eleven Sutter 
Trinity 2-S444 Sutter 4353 


LOS ANGELES 
Cc. of C. Bide. 
Richmond 6184 


ATLANTA 
617 Walton Bidg. 
Jackson 1678 


A plan book and an official poster 
are also included in plans for the 
| week. Member restaurants will dis- 


.,| play the poster and make use of the 


plan book in designing individual 
advertising. 

As in previous years, the associa- 
tion will award silver cups for the 


KEVOLUTIONA 


Gillette Safety Razor Company, Boston, 
papers to introduce its new Tech model. 


STARTS DRIVE FOR NEW TECH RAZOR 


* 


RY NEW/) 


ath o 


"SKIO-PR 


GILLETTE BLUE BLADES 


has launched a campaign in 200 news- 
Copy utilizes small cartoon figures to 
Display material, shown here, employs 


the same theme. Maxon, Inc., is the agency. 


best cooperative or individual news- 
paper advertisements appearing 
during the week. Restaurateurs, 
newspapers or advertising agencies 
are eligible to submit entries prior 
to May 25, the closing date. Judges 
for the contest have not yet been 
named but will be selected by as- 
sociation officials in cooperation 
with the Chicago Federated Adver- 
tising Club. 


Rousseau Promoted 


H. H. Rousseau, formerly assist- 
ant to the president of Grocery 
Store Products Company, New 
York, has been elected vice-presi- 
dent. Before he joined the com- 
pany a short time ago, Mr. Rousseau 
was with General Foods Sales 
Company, New York, as assistant to 
the vice-president and merchandis- 
ing manager. 


Lee Elects Garthwaite 


Albert A. Garthwaite has been 
elected president of Lee Tire and 
Rubber Corporation, New York, 
succeeding the late John J. Watson. 
Mr. Garthwaite has been with the 
company for 30 years, for the past 
12 as vice-president, treasurer and 
general manager. 


2122 East Larned St. 


NOW . . LOWER RATES 


; and NEW ALLOTMENTS in 
DETROIT... Effective May Ist 


Now your OUTDOOR ADVERTISING DOL- 
LAR goes farther than ever before in Detroit. 


These new savings plus higher space position 
value and greater individuality will justify your 
immediate and careful investigation. 


Write, wire or phone for all the facts. 


Macdonald Advertising Co. 


OUTDOOR ADVERTISING 


Detroit 
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Dutch Advertising 
Follows Style Set 
by American Copy 


Proprietary Copy and 
Outdoor Posters Regu- 
lated by Law 
New York, April 19.— Adver- 
tising in Holland is still 40 per cent 


behind the boom year of 1929, it 
was revealed here today by J. Th. 


Piek, president of Nijgh & Van Dit-|_ 
Mr. Piek 


mar N. V., Rotterdam. 
also owns two Dutch newspapers 
besides heading the century old 
agency. 

Dutch advertising closely follows 
the American model, the visitor de- 
clared, and new innovations are 
speedily adopted. The picture se- 
quence technique, for example, has 
been used in Holland for three 
years. 

Mr. Piek, whose agency handles 
Dutch advertising of Ford Motor 
Company, Texas Company, and 
Quaker Oats Company, is here for a 
six-week study of American adver- 


tising. He is accompanied by W. 
Reitsma, an executive of the 
agency. 


Outdoor posters and proprietary 
remedy copy are the only forms of 
advertising regulated by law in 
Holland, Mr. Piek declared. Both 
have been regulated for some time, 
and there is no sign of further con- 
trol. 


American Products Popular 


Mr. Reitsma said that from 30 to 
40 per cent of all advertising of 
branded products in Holland con- 
cerns merchandise of American 
manufacture. Most of the copy ap- 
pears in newspapers, although radio 
and magazines are other recognized 
media. 

Holland has had its own version 
of the Audit Bureau of Circulations 
for the past six years, and the usual 
agency setup is patterned after the 
system used here. American art- 
work is employed whenever pos- 
sible, although English material is 
sometimes used. 

Four newspapers have a national 
circulation and carry the bulk of 
the advertising. Most Hollanders, 
according to Mr. Piek, spend at 
least an hour a day reading their 
favorite paper. The bulk of news- 
paper copy appears in the afternoon 
dailies. 

Agencies are paid 10 per cent 
commission on business placed in 
the national dailies, and a higher 
figure on copy in the weeklies and 
provincial papers. Four societies 
control broadcasting rights, and all 
publish weekly magazines listing 
programs which have circulations 
ranging up to 500,000. 

The Netherlands, including Hol- 
land and its colonial possessions, 
now ranks fourth in foreign trade 
with the United States. The ma- 
jority of Dutch imports from this 


In Syracuse... 


WSYR gives you 


a bonus—by 
delivering a plus 
farm audience. 


$70 kc. 


HERE ON VISIT 


Ww. 


J. Th. 


Piek 


country are raw materials, but the | 
proportion of branded products is | 
increasing. A further increase in | 


foreign trade between the two 
countries is predicted by Mr. Piek. 


Heads Texas Group 


M. L. O. Andrews, of Houston, 
has been elected president of the 
Outdoor Advertising Association of 
Texas. Other officers include John 
A. Akin, Wichita Falls, vice-presi- 
dent; J. S. Phillips, San Antonio, 
secretary, and W. E. Holland, Beau- 
mont, treasurer. 


Sneider Gets Loomtogs 


Loomtogs, Inc., New York, manu- 
facturer of beach and play clothes, 
has named A. M. Sneider & Co., 
New York, as its advertising agency. 
Fashion magazines, business papers 
and direct mail will be used. 


Knapp Opens Office 

Fred G. Knapp has started an 
advertising agency in the National 
bldg., Cleveland. Accounts include 
Simplex Products Corporation, pis- 
ton rings; Accurate Parts Mfg. 
Company, clutch plates, parts and 
rebuilders; Baumgardner Mfg. Com- 
pany, mortuary equipment; Roll 
Away Skate Company, shoe roller 
skates; Moto-Map Company, adver- 
tising road maps, and Hennokemp 
Company, flesh reducer. 


Anderson Takes New Post 


G. William Anderson, who re- 
signed as president of Anderson & 
Joy, New York, has joined Dilling- 
ham, Livermore & Durham, New 
York, as account executive and 
director of merchandising. 


To Address Conference 


F. Sidney Holt, supervisor of 
publicity for Aetna Insurance Com- 
pany, and C. W. VanBeynum, man- 
ager of publicity for Travelers In- 
surance Company, will speak at the 
group session of Fire and Casualty 
members of the Insurance Advertis- 
ing Conference at the spring meet- 
ing May 16 at the Hotel Pennsyl- 
vania, New York. 


Ritchie Forms Agency 

David G. Ritchie has resigned 
from Ritchie-Colby-Thompson & 
Co. to establish Ritchie-Safford, 
Inc., Houston, Tex. The agency is 
located in the Electric bldg. H. R. 
Safford, Jr., formerly with the 
Buchen Company, Chicago, is vice- 
president. 


ain— 


the month of March brought a new 
ALL TIME HIGH 


Daily Net Paid Circulation of the Chicago Daily 
Times Averaged 


369, 


349 


An increase of 5,761 over the same month a year ago 


With this increase in circulation came a gain in display advertising 


of 134,441 lines. 


Chicago 


newspaper. 


This was the largest gain for the month of any 


Set your advertising to the trend of Chicago readers and advertisers. 
It’s High Time you used the TIMES. 


‘THE 


CHICAGO'S 


TIMES 


#CTURE NEWSPAPER 


NATIONAL REPRESENTATIVES 
SAW YER-FERGUSON-WALKER CO. . 


NEW YORK 


DETROIT 


CHICAGO 
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K. W. Hinks Named 
Chairman of 4A‘s 
Central Council 


Chicago, April 19.—Kennett W. 
Hinks, J. Walter Thompson Com- 
pany, has been elected chairman of 
the Central 
Council of the 
American Asso- 
ciation of Adver- 
tising Agencies. 
Other officers 
chosen by the 
board of gover- 
nors include: 

Vice-chairman, 
John C. Cor- 
nelius, Batten, 
Barton, Durstine 
& Osborn, 
Minneapolis; sec- 
retary ~ treasurer, 
Arthur Tatham, Young & Rubicam, 
Chicago. 

Members of the Central Council 
board of governors whose terms 
continue through 1940 are: Guy 
Smith, Brooke, Smith & French, 
Detroit; Mr. Hinks; H. R. Van Gun- 
ten, Lord & Thomas, Chicago, and 
Maurice H. Needham, Needham, 
Louis & Brorby, Chicago. 

New governors elected for terms 


K. W. Hinks 


the advantages 


expiring in 1941 are: Messrs. Cor- 
nelius and Tatham; Homer McKee, 
Erwin, Wasey & Co., Chicago; Paul 
Watson, Ruthrauff & Ryan, Chicago. 

Retiring members of the board 
are: Homer Havermale, chairman, 
McCann-Erickson, Chicago; John 
M. McDonald, secretary-treasurer, 
Buchen Company, Chicago; Leo 
Burnett, Leo Burnett Company, 
Chicago, and Paul Blakemore, Cool- 
idge Advertising Company, Des 
Moines. 


Grant Agency Named 


Anker-Holth Mfg. Company, Port 
Huron, Mich., manufacturer of 
cream separators and milking ma- 
chines, has named Paul Grant, Ad- 
vertising, Chicago, to handle a farm 
paper campaign. 


Acquires Keystate Co. 
General Outdoor Advertising 
Company, New York, has acquired 
Keystate Outdoor Advertising Com- 
pany, New York. Melville B. Rapp, 
Keystate president, has joined Gen- 
eral Outdoor as account executive. 


Joins Photo Process 


A. J. Wenninger has resigned 
from Gugler Lithographic Com- 
pany, Milwaukee, to become gen- 
eral manager of The Photo Process 
Poster Company, Milwaukee. 


Reorganization of 
“Transcript” Gets O. K. 


The reorganization plan of the 
Boston Transcript Company has 
been confirmed by Judge Francis J. 
W. Ford in U. S. District Court, 
Boston. A group of Boston citizens 
is to invest $200,000 in new capital 
and a new corporation will be 
formed to take over the assets of 
the old company. Creditors will 
receive one-third of the new cor- 
poration’s stock. 

Richard N. Johnson is president 
and business manager of the new 
company, with Lincoln O’Brien, 
former publisher, executive editor. 


Baggs Named President 


William H. Baggs, formerly vice- 
president and general manager of 
American Fruit Growers, Pitts- 
burgh, has been named president, 
succeeding James S. Crutchfield, 
who has become chairman of the 
board. John D. Kerr has replaced 
Mr. Baggs as vice-president and 
general manager. 


Issues New Rate Card 


The Toronto Star Weekly has 
issued a new rate card, showing an 
increase in the page size of the 
rotogravure section. The depth of 
the page (type face) is 198 lines 
and the width, 5 columns, 9% 
inches. The Star Weekly will also 


accept bleed pages. 


dreds and hundreds 


concerns, 


Industrial development in Troy and 


vicinity during 1938 created hun- 


more jobs. New 


manufacturing products 


new to this area—wooden heels, 


slippers, women's coats—recognized 


here, moved in. 


Latest arrival is the Bakal Shirt Co., now busily equipping its 


new 6-story plant, which will furnish a thousand more jobs for 


Troy! 


Larger payrolls mean greater retail sales in the Troy A.B.C. 
City Zone (1930 population: 119,324). 


Get in" on increasing sales opportunities in this territory— 


schedule The Record Newspapers, the city's sole dailies. Blanket 


coverage through a single medium at only |2c per line makes 


Troy New York State's lowest cost major market. 


MORNING and 
EVENING 


ous aloes Fill 
=. Thwart Ke ve 


FAMOUS TECHNICIAN HIRED BY GOODRICH 


BUCK’'S 


INTO POCKET (0), B 


TRUCKS ~ 


= YOUR TRUCK TIRES RUN COOL 


@Dreeeze ouers SAILBOAT (A), CAUSING BILLIARD CUE (B) TO KNOCK EIGHT BALL(€) 
BLOWING HORN (1%), WHICH SCA (F)- 
HE SUMP S. HITS HEAD ON STICK (@) AND TURNS ON FAUCET (HM) - RAIN 
WATER RUNS FROM PAN (3) INTO PIPES AND THROUGH OUTLETS (WJ), 
COOLING TIRES AND PROLONGING THEIR LIFE : 


RES MIDGET PEDESTRIAN 


cuearer meruop Mere’s a New Kind of Truck Tire 
That Does Not Get Dangerously Hot 


@ Making truck tires run cool is a joke to Rube 
Goldberg. ics his business to creat things lightly 
To us, the problem of tire heat is a serious one 
Only after years of research was Goodrich able 
to offer a simple, practical way to get cool- 
running truck tires—and that means tires that 
give more miles per dollar—even under peak 
loads and high speeds 


> 
7) / mew corp Ficuts 

€ 3 “KILLER” HEAT 

\ hens 4 


Heat is the enemy of truck tires. Those extra 
heavy loads and high spweds send temperatures 
skyrocketing. Tests show 300° cemperatures are 
commoa. Yet sustained id temperatures above 240° 
are sure to result in premacure failure! 


Goodrich now offers you a tire built with a 
new kind of cord—<cord that ends the heat prob- 
lem. This cord checks blow-outs and premature 
failures caused by excessive internal heat! It prac- 


tically eliminates sidewall breaks and blow-outs 
Isn't that money-saving “ap EP gg Bay ae 

how it works. This cord, called Hy passe s more 
ompact, more elastic—yet actually strc aoan erthaa 

ordinary cord, lt retains its stre + her and elasu 


cnty chroughous he life of the tire. Whea 
strecched, it comes back alive, prevents the tire 
from “growing.” This cord not only slows down 
heat generation —it also withstands bewer what 
lithe heat 1s generated! 


With the right size Goodrich Silvertowns at 
work you won't have to worry about extre 
heavy loads, high speeds—or any of the other 
conditions of modern trucking that develop 
“blow-our” heat in ordinary tires. 


*) 
Y 3)? 


QE 


_ rey 
S| TRIPLE PROTECTION, TOO! 
ee ae a 
But there's still another big reason why you 
can expect lower cost- per mile with Silvertowas. 


They're Triple Protected. Only Goodrich gives 


you these three important safeguards 
fl cere VPLEE~2 rough ovser ply wthich die aetoasen eoraae thvough> 
tare 20d prevents local weaker 


2a LOCH. nee method of boc ting the pies shows che beads 
sechoriag them a place 


This Triple Protected Tire has been tened on 
the country's worst “ure-killer” hauls. Aod here's 
what happened. It ran two —even three times 
longer than the best competitive tires used! 


NO EXTRA COST 

Your Goodrich dealer of 
Goodrich Silvertown 
Store can verify 
these facts. Can 
evenes tumatehow 
much you willsave 
whea Goodrich 
Triple Procected 
Silvertowns go 
to work for you 


SPECHiRPY THESE 


general and business magazines. 


Harvell Appoints Lewin 


Harvel Watch Company, New 
York, has placed its account with 
A. W. Lewin Company, Newark, 
N. J. Plans call for a year-round 
schedule in The Saturday Evening 
Post, supported by business papers. 


Gets Shasta Water 


Shasta Water Company, San 
Francisco, has appointed Gerth- 
Knollin Advertising Agency, San 
Francisco, to handle the account of 
its mineral water. 


Goodrich 7.4 


NEW StLVERTOWNM TIRES 


os 
Silvertowns 


For Teuc«s ANWO BUSES 


“Loony invention" cartoons from the drawing board of Rube Goldberg form the 

basis of a truck and bus tire campaign sponsored by B. F. Goodrich Company in 

The daffy ideas advanced by the humorist are 

followed by a scientific explanation of how the problems are really met. Griswold- 
Eshleman Company is in charge of the drive. 


Plan eamenn Dive 


Rubsam & Horrmann Brewing 
Company, New York, will launch a 
drive in New York and suburban 
newspapers May 1 for R&H beer 
and ale. Business papers, car cards 
and painted walls will also be used. 
Samuel C. Croot Company, New 
York, is the agency. 


Psychologist to Agency 


Dr. Henry Starr, psychologist, 
has joined the research department 


of Morris-Schenker-Roth, Chicago. 


J. A. VIGER | 
ADVERTISING MANAGER | 


KSFC 
| ~ 
“THE AUDIENCE STATION” 
SAN FRANCISCO 


2 KSFO...Palace Hotel...San Francisco 


560 KC... 5000W day... 1000W night 
PHILIP G. LASKY, General Manager 
National Representative: 


FREE & PETERS, Incorporated 


COLUMBIA BROADCASTING SYSTEM 


HGR OF DARNED GOOD REASY 


for working the San Francisco market right now 


@ What San Francisco's World's Fait 
is doing for business in the KSFO pri- 
mary area isn’t nobody’s business .-: 
it’s everybody's; and yours in particu’ 
lar if you're looking for summer vol: 
ume. 
KSFO's primary area is a white spo 
these days on any business map. Re 
tail trade is decidedly UP. Dollars aré 
circulating...and your share of ‘em is 
here for you. Local and visiting mil- 
lions make San Francisco YOUR su™ 
mertime focal point. 
Get at those millions! Choose KSFO: 
San Francisco's busiest station...bu® 
iest because it reaches audience # 
lowest cost per listener. Ask yo" 
Free and Peters man. 

..OR COME TO SAN FRANCISCO 

AND SEE FOR YOURSELF! 
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dent of the NIAA, asserted he knew 
of no group of professional men 
which has such ability and has con- 
tributed so much to the progress of 
their companies and to industry in 
general that received so little recog- 
nition and remuneration for their 
services. This will be overcome, he 
said, only when the industrial ad- 
vertising man can prove that he 
knows his business and can offer 
proof of the results of his work in 
the same manner as is done by the 
sales manager and the production 
manager of his company. 


Industrial Ad Men 
Warned Against 
Laxity in Copy 


Watchful Eye of FTC 
Is Focused on Exag- 
gerated Claims 


Pittsburgh, April 18.—Despite the 

a fact that the advertising field has 

a concentrated its attention on the 
’ applications of the Wheeler-Lea act 
to food, drug and cosmetic copy, 

some industrial advertising has also 


Lieblein to Mell-Ress 


Muni Lieblein, New York poster 
designer, has appointed Mell-Ress 
Company, New York, as advertising 
counsel. 


Yarn to Golovin 


National Spinning Company, New 
York, has named Willard B. Golo- 
vin, Inc., New York, to direct its 
account. Business papers and direct 
mail will be used for its cotton and 
worsted yarns. 


Starts Promotion Service 


W. O. Conway, formerly with the 
New York World’s Fair, has organ- 
ized a new service for advertisers, 
called Spotlight, Dramatized to Sell, 
Inc., New York. 


Account to Ridgway 


Ridgway Company, St. Louis, has 
been appointed to direct the adver- 
tising of United Bank & Trust Com- 
pany, St. Louis. Newspapers and 
direct mail will be used. 


been cited by the Federal Trade 

Commission for exaggerated claims 
ta and competitive statements, it was 
brought out here last week by 
Ralph Leavenworth, of Fuller & 
Smith & Ross, Cleveland, before the 
Central Area Regional Conference 
of the National Industrial Advertis- 
ers Association. 

Other experts who discussed the 
same subject cautioned industrial 
advertisers to watch their copy and 
qualify statements of performance 
and savings effected lest industrial 
advertising be subjected to the same 
> attack now being experienced by 
consumer copy. 


Top Executives Buy 


Advertising campaigns designed 
to sell the modernization theme 
should be directed to top executives, 
according to a survey presented at 
the conference. This study showed 
that top executives do the buying of 
capital equipment, while the shop 
executives make recommendations 
/ as to the type of equipment that 
» should be bought. 

Delving into market research, the 


1g conference stressed the importance 
a . : 
~ of field work for developing new 
or copy angles and individuality in ad- 
ds vertising. Those who have limited 
d. budgets for this kind of work can 
Ww gather considerable material by 
' contacting the attendance at trade 
4 and industrial shows, it was sug- 
' gested. Readership of publications 
ist and standing of products in a field 
oat have been surveyed through the co- 
g0. operation of schools of commerce, 


one member advised. 

Several users of color photog- 
raphy recommended it highly for 
injecting new life and attention 
value into industrial advertising. In 
discussing direct mail it was sug- 
gested that mailings be spread over 
a period so as not to tax the sales 
department in giving proper atten- 
tion to resulting inquiries. 

The NIAA publishers’ statement 
form was heavily endorsed by those 
attending the conference as mate- 
rially aiding them in the selection 
of media. 

Inferiority complex seems to be 
the main deterrent to greater recog- 
nition for the industrial advertising 
man, according to participants in a 
clinic discussion. Stanley A. Knisely, 
advertising manager, Republic Steel 
Corporation, Cleveland, and presi- 


path? 


/ RESIDENTIAL TELEPHONES 
IN THE NEBRASKA AND SOUTH- 
WESTERN IOWA MARKET EXCEED 
THE NATIONAL AVERAGE BY 53%. 
THAT SHOWS ABOVE AVERAGE 
WEALTH AND 


ht now 


d's Fait 
SFO pri 
iness +: 
| particu 
mer vol- 


hite spo 
map- Re- 
ollars ase 


et feet? 


WORLD “884.8 weeet? Geos 


OMA H A 


World- ‘Herald 


Netional Representetives: O'Mere & Ormsbee inc. 


It, so we decided long ago at WSM, wouldn't work in radio 
without a change or two. In radio you don’t sit and wait for 
the world, you build your mousetraps (broadcasts if you 
please) and send them out to catch the listeners. 
or not you catch any listeners depends, in the final analysis. on 
two things, how well you build and how far you send. 


And whether 


This explains why WSM has spent many years gathering one 
of the largest and most versatile single station talent staffs in 
America, why WSM broadcasts run the gamut from blackface 
to basso profundo, from Sunday School to swing. To catch an 


m 


Promote Express Rates 


Railway Express Agency, New 
York, has scheduled advertising in 
257 newspapers to announce the 
inauguration of revised express 
rates recently authorized by the 
Interstate Commerce Commission. 
Radio and business paper promotion 
will augment the drive, which is 
under the direction of Caples Com- 
pany, New York. 


Chain Using 140 Papers 
Grand Union Company, New 
York, operator of a chain of food 
stores in the Eastern states, will 
use spot radio and 140 newspapers 
to advertise a contest which will 
tie in with the New York World’s 
Fair. Prizes of 1,000 books of 
tickets in addition to a grand prize 
of $1,000 are offered. 


We Turned Mousetraps Into Space Traps 


ad CAUGHT A WHALE! 


Remember the old story of the mousetrap and the beaten 


Abbott Kimball Named 


Ostby & Barton Company, Provi- 
dence, R. I., manufacturer of rings 
and jewelry, has appointed Abbott 
Kimball Company, New York, to 
direct its advertising. A new line 
of trademarked jewelry and rings 
will be promoted in national maga- 
zines. 


Cudahy Advances Weber 


William Weber has been ap- 
pointed head of a new packaging 
division of Cudahy Packing Com- 
pany, Chicago. He has been with 
the company for several years. 


Joins McCann-Erickson 

Martin Dawson, formerly art 
director of McDonald-Potter, has 
joined the art staff of McCann- 
Erickson, panties 


audience we have deliberately gone about the business of 
making our traps as varied and as interesting as we possibly 


could. 


This policy, coupled with the clear channel power of WSM’s 
50.000 watts, has succeeded in capturing a whale of an audi- 


ence, 


Its size can be demonstrated by the mail we pull. Its 


loyalty can be confirmed by any sort of audience test you 
choose. Its buying power is best demonstrated by the number 
and class of advertisers who use the WSM space trap technique 
to capture new markets for their products. 


May we show you facts and figures about this audience and 
its buying ability? 


SM 


+ Pa NASHVILLE, TENNESSEE ~ 


National Representatives: Edward Petry & Co. 


Faith of Cur fiudisnee Comes fit 


CLEAR CHANNEL 
50,000 WATTS 
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Voice of the Advertiser 


This depar 


Expands Use of 


Advertising Idea 
To the Editor: I believe you will 


be interested in the concrete ex- 
ample of one of the values that a 
publication like yours has for its 
subscribers. 

In your issue of March 20, you 
reported the use of a special new 
“business reply label” by Bloom- 
ingdale’s of New York. Upon read- 
ing this article, the idea occurred 
to me that it should be practical to 
make an adaptation of this idea for 
one of my clients—and the accom- 
panying ad is the result. 

You will note that instead of call- 
ing this a label, we call it a card. 
Also, we have endeavored to sim- 
plify the paste-on problem by sug- 
gesting that a little flour mixed with 
water would serve the purpose— 
this suggestion being a carry-over 
from the writer’s boyhood days when 
that form of paste was standard 
practice in the making up of scrap- 
books, kites, etc. 

In submitting this to the local 
postoffice, there was at first con- 
siderable hesitancy of approval un- 
til I showed the Superintendent of 
Mails what your article had to say 
about Mr. Black, Third Assistant 
Postmaster General at Washington. 
That seemed to satisfy him and he 
said to go ahead. 

As far as the writer is aware, this 
is the first use of a prepaid reply 
card for the regular run-of-paper 
ads. 

R. H. Byrum, 

Byrum Advertising Agency, 

Denver, Colo. 


v v v 
A Pleasure Indeed! 
To the Editor: Meet ADVERTISING 
Ace’s youngest reader—‘Dede” 


BEA aaa a: 


Linder, age eight months. 


Nothing 
else satisfies her on Monday nights, 


so I think I shall 
another subscription 
days. 


to order 
of these 


have 
one 


Roy E 
Theis & Simpson 
Atlanta, Ga 


’ v ’ 


Educational Drive 
for Chewing Gum 


LINDER, 
Company, 


To the Editor: In a recent article 
in ADVERTISING AGE you told the 
story of the modest campaign 
started five years ago by the Na- 


tional Association of Chewing Gum 
Manufacturers and explained that 
they were continuing their schedule 
in the Journal of the American 
Medical Association. May I call 
your attention to the fact that for a 


similar period a campaign to the 
dental profession has also been con- 
ducted by the chewing gum asso- 
ciation through the pages of Dental 
Survey 

This has been based on the theme 
“4 Factors toward Good Teeth are 
(1) Right Food, (2) Keeping Teeth 
Clean (chewing gum helps), (3) 


Dentist’s C: 


ing Exercise 


ire, (4) Plenty of Chew- 


The campaign is being continued 
in Dental Survey 
H. B. WHITING, 
Dental Survey, Inc., Minne- 
apolis. 


(chewing gum helps).” 


tment is a reader’s forum. Letters are welcome. 


| LATEST USE FOR PREPAID MAILING CARD 


Tks time to 


Come Down 
off the Fence! 


if vou lose even a few calves from 
Blackleg — 


If you think all Blackleg Vaccines are about 
alike - 


If you hgure it’s necessary to revaccinate the 
» bole herd w be sate— 


Then you should learn the FACTS about 


FRANKLIN Concentrated 
BLACKLEG BACTERIN@& 


Learn WHY the FRANKLIN 16-year 
uotarnished record ot Life lmmunity 
with ONE Dose stands unmatched 
tare HOW 


process gives 


DOUBLE 
STRENGTH 


FRANKLIN done by condensag the essen 
ai omunwing element of more chan 10 cc of whole cul- F 
rte one powerfully potent dose & 


the exclusive FRANKLIN 


to the wmall 


Learn WHERE the stockman gets Depeadable Immunity 

at a cost thet gives him most VALUE for his money 
I hese tacts are set forth im the aew FRANKLIN ¢ 
64 pees evering the 
V accom oaat 


atalog 

complete FRANKLIN lines of 
se er atthe, Sheep, Horses, Hogs and 
Po aleea. nee opy maile d FREE upon request 


Lowal Drug Siere Agemies 


O. M. FRANKLIN SERUM COMPANY 


hen Zacna tm taghes Seb idetne 


—. 
a . 
CG) =) 


[SUSINESS REPLY CARDO 


4% Conver ome 


[ou 66 #4eHrT HO S088 Ore HOF 


RON 


409 Livestock Exchange Bldg. 
DENVER, COLORADO 


« This Mew POSTAGE PAID 
Regen | y NEW Cote “es 


‘a 
erike thier moreed with 


wee at hard 2h 
edi de 


The Shot Heard I the liberty of adding two 


words to your fourth paragraph, to 
‘Round the World wit: 

To the Editor: It’s surprising how “Now many of them have such 
seldom your Copy Cub’s “rough|departments with qualified men 
proofs” are in need of correction—|and women in charge.” There are 
and, of course, that “shot heard 


four of us in this city alone. 
‘round the world” was fired when AvA TAYLOR, 
you weren't listening. 


Hotel, Atlantic City. 
So I'll fire it again—from mem- y,vy 


took 


Claridge 


ory: Advertising Loss 
By the rude bridge that arched ‘Was Music's Gain 
the flood, F ; | To the Editor: After reading this 
Their flag to April's breeze un- |item gleaned from a symphonic pro- 
furled, gram, I think you'll agree that Mr. 
Here once the embattled farmers | | Rosenfeld would make an A-1 copy- 
stood 


And fired the shot heard ‘round | writer: 
the world. 


Of course, it may 


. Sibelius has written music 
. proper indeed to the vasty open, 


not seem im- Wet : , 
. the Finnish heaven under which it 


portant these days to anyone but a Re ee hs se 
Yankee purist but, considering the | aig For a is blood brother to 
the wind and silence, to the lower- 
fact that they closed the schools | ing cliffs and the spray, to the harsh 
around here just this week, on ; " 3 


‘rying of sea birds and the breath 
of the fog ... The orchestral com- 
positions of Sibelius seem to have 
| passed black torrents and 


April 19, to be exact, just to keep | 
the echoes of that shot rolling, I'll 
pass on this correction. 


rs over 
Rn) = te * ag ide Sg aa . | de ‘solate moorlands, through pallid 
rt d oa: _ A 7 — ; ae sunlight and grim primeval forests, 
ay lee n@ unless *V€\ and become drenched with them. 
| forgotten almost as much 


have, it was Ralph Waldo Emerson | .nd@ blacks 


, relieved only by bits of | 
who wrote the “copy” that sold the ar Nice 


| brightness wan and elusive as the 


e% , referre ( ; , - | “7 : 
re see t ferred to in your April northern summer, frostily green as 
issue. ‘ 
: the polar lights. The works are full 
After all, you only missed by | 


|of the gnawing of bassoons,  & 


) oO ~The ) ap <¢ : 
about one-half inch on the map and | shattering trombones and screaming 


a couple o’ months on the calendar 


on the button. 
H. LYMAN ARMESsS, 

Advertising Management, Inc., 

Boston. 

May I add to the protests 
remind you that the “shot 
around the world” was fired 
3attle of Lexington, not 
Hill 


seem to approach the wild, unnum- 
bered rhythms of the forest and the 
wind and the flickering sunlight.” 
(Paul Rosenfeld, Musical Portraits. ) 
D. L. Carr, 
Davies & McKinney, Erie, Pa. 
’ v ’ 

Suggestion 

HENRY OBERMEYER, To the Edito1 
Consolidated Edison Company, they want to preserve it, 
New York. Canadian Club is as 
copy purports it to be, 
think those fellows 
back of Life 
would the 
some”? 


and 
heard 
| 

| at the 
| Bunker 


Mavbe it s oO 
but if 
the 


good as 


v v 


Ladies Included 


To the Editor: ADVERTISING AGE 
arrived at my desk just in time for 
me to read your editorial, “Hotels 
as Advertisers” to the Atlantic City 
| Hotel Sales Managers Association 


| 


on 
for 
bottle 


the inside 
April 
and 


cover 
open have 

ROBERT I 
. Rice-Wray 


RIGLEY, 
& Co., Chi- 


Power 
cago 


Name Tells the Story 


To the Editor: The next time 
there is any discussion of “what’s 
in a name” the attached “Liquor 
for Easter” ad from the Wyoming 
State Tribune and State Leader, 
Cheyenne, might be taken as a case 
in point of some kind or other. 


M. F. O’SHEA, 
Cudahy Packing Company, 
Chicago. 


=. 


Seeks Creator of 
Water Color Scene 


To the Editor: A client of ours 
has asked me if I can learn the 
name of an advertising agency that 
produced a 1939 calendar using 
some reproduction of a water color 
by an artist whose name is some- 
thing like Solwidal. 

He is not quite sure of the name, 
but because the water color reminds 
him so much of the island he owns 
near Nassau, he would like to know 
who produced the calendar and 
where we might get more informa- 
tion upon the water color. 


Morrow Krum, 
Roche, Williams & Cunnyng- 
ham, Chicago. 


re ae 


Source of Garter 
“Whispering Campaign” 

To the Editor: We would appre- 
ciate it if you will correct the im- 
plication of the following statement 
accredited to me on Page 21 of your 
April 17 issue: “Joseph M. Kraus, 
advertising manager of A. Stein & 
Company, charged that a whisper- 
ing campaign against use of garters 
had been fostered, if not initiated, 
by companies interested in promot- 
ing the competitive article” (‘“self- 
supporting” sox). 

In discussing our current Paris 
Garter campaign, I stated that we 
had invited the AMA garter in- 
vestigation referred to because we 
felt we had reason to believe that 
the whispering campaign had orig- 
inated in medical circles. When the 
completed AMA findings indicated 
that nothing in medical literature 
would support the contention that 


aS YOU | The instrumentation is all wet grays 


bye a a violins, full of the sinister rolling of | | 
We I be celebrating Bunker Hill |drums, the menacing reverberations 
Day” up here on June 17—so you | 5¢ cymbals, the icy glittering of 
— make any crack you want to| harps. The musical ideas ... recall 
about “Wait until you see the whites | tn¢ ruggedness and hardiness and | 
of their eyes, on OF about that |starkness of things that persist in 
time, and hit the Pecksniffians right \the Finnish winter. The rhythms| 


rare | 


wouldn't you | | 


10 | 


READER 


} 


round the world for 


| 


gift merchandise. 


| Dear Sunset: 


IT'S NOT A GAG 


Liquor For Easter 


Check through the many 
hquer sugkestions om this 
page and make vour Kanter 
ootertaiming easy pleasant 
and correct. And you can 


Make your Easter s mem 
erable one—one thal you 
and your family and 
friends will long remem. 
ber—with fine hquers be 
fore @uner, with dinner 
and after dinner 


he sure that it's right if 
comes from “D. Ta.” 


” 
_ 
orery - 
Meniiet accom y 
MIXES | ==~"~| BEERS 
meene 
Don't forget when you be Maybe your Raster week 
place your order (oF liquors BURGUNDIES ond will include an exewr 
that ee have & complete he accompany ston inte the couniry and 
fine of all the favorite mix —¥ bao | bd oo for that occasion may we 
o for any bind of cocktal — m secgest & mice com! cane of 
re 


or bighball (hat you might tadied end rwh bee: 


dewre Just —— ad 


" from cur modera 
coohng cases 


D. 1. 5 Siew 
Johnson Forsyth 
107 W. Phone 

17th a 3331 


PACKAGE LIQUORS 


| SUNSET 
OLD 


| One of the unforgettable 
San Francisco is a visit to Gump's—a store known 
its 
stocks of jewelry, china, pottery and other fine 


We very much appreciate the table 


the wearing of adjustable Paris 
garters would predispose men to 
varicose veins or other circulatory 
ailments, medical men_ suggested 
that the rumor may have been ini- 
tiated by manufacturers of garter 
substitutes. 

Because we preferred to believe 
that competitors would not resort 
to the questionable practice of in- 
dulging in whispering campaigns, 
we could not consistently charge 
them with such action—as your re- 
port would lead readers to suppose. 

JOSEPH M. KRAus, 

Advertising Manager, A. Stein 

& Co., Chicago. 


experiences of a visit to 


unique and exclusive 


set up which you published in your recent issue. 


| 
| 


We shall be happy to cooperate with you at any 
time with any material which may be suitable. 


| Personally, I am a steady reader of your maga- 
zine and the entire family, I think, reads it from 
cover to cover. 
| D. E. Neweti, General Manager 
S. & G. Gump Company 
San Francisco 
| 
| ; 
For immediate 


sales results 


LANE Ptr. Co. 


everywhere on 
the Pacific Coast 


SAN FRANCISCO 
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Promotion 
Review 


In celebration of its 100th anni- | 
versary, Memphis Commercial Ap- | 
peal has begun a series of 39 weekly 


dramatic presentations over WMC, 
known as “A Century of American 
Journalism.” Highlights in the his- 
tory of the paper and the territory 
it serves will be dramatized in the 
which was 


series, produced by 
Simon & Gwynn, Inc., Memphis 
agency. Soe 

Tying up with the premier 


showing of the movie, “Union Pa- 
cific’ and the four-day celebration 
in Omaha of “Golden Spike Days,” 
the Omaha World-Herald will issue 
a special feature edition April 25, 
containing news, pictures and ad- 
vertising featuring the early West. 
For the celebration store fronts and 
other buildings are being given 
“new” faces simulating those of 
1869, residents will wear the cos- 
tumes of those days, and movie 
stars as well as almost the entire 
board of directors of the Union Pa- 
cific are counted on to add glamor 
to the event, which is expected to 
attract almost 100,000 extra visitors. 
* * * 

WIBW, “Columbia’s outlet for 
Kansas,” has sent prospects a sim- 
ple, but ingeniously devised mailing 
piece which has attached to it “a 
sample of the 99,000 feet of copper 
wire that forms the efficient ground 
system of WIBW’s new $70,000 
transmitter.” A die-cut in the ad- 
dress half of the card permits a 
section of the wire to show through. 

ok * * 

If you're on the promotion list 
of media, you can expect to get 
almost anything in your morning 
mail, so receipt of a formal wed- 
ding invitation the other day was 
not too shocking. It said: 

Mr. Graham Patterson requests 
the honor of your presence at the 
wedding’ of Farm Journal and The 
Farmer’s Wife. The long-awaited 
‘ceremony’ will take place on Mon- 
day, April the seventeenth, nine- 
teen hundred and thirty-nine, in 
your office.”” And the usual RSVP 
turned out to mean, “reserve space 
very promptly.” 

The invitation was followed by a 
copy of the May issue, done up in 
a white and gold envelope, and 
carrying out the bridal theme. 

a 6 

Did you ever see a Rapal apple? 
Some 500 sales and advertising 
executives got one in the mail the 
other day, as visual proof that the 
commercial fruit industry is enter- 
prising and progressive, and that 
American Fruit Grower is the same, 
thank you. The Rapal apple is an 
apple—any apple—with a “com- 
plexion mask” on it—‘a gossamer 
covering of latex which makes the 
beauty and purity of an apple al- 
most everlasting.” The dipping 
process, designed to protect apples 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


almost indefinitely, was developed 
by the Fruit Machines Company of 
Portland, Ore., and to prove that 
the process works, American Fruit 
Grower sent six-month-old apples 
to its prospects. Before the Rapal 
is eaten, the latex covering is 
peeled off. 


testing copy formed the basis for a 
recent mailing by Grit, which told 
of its testing service, under which 
four pieces of copy may be used in 
the same issue, with each advertise- 
ment appearing in equal quantity in 
all parts of the country. 


* x 7 


crease in cost of only 1% cents per 
person per meal, she reports, and 
this increase in cost was more than 
overcome by easier preparation and 
more palatable results. 

* * * 


“How to Win Sales and Make 
Money” is the apt title of a 


covers them. The first was called, 
“California Is an Island,” and set 
up the actual trading areas served 
by West Coast wholesalers. The 
second gave complete data on coun- 
ties, homes, radio, etc., and the 
third was devoted to evening hit 
programs. The last told the story 


yea Dental Survey has begun publi- brochure issued by House Beautiful of daytime shows. 
“The Best of All Tests—Did They | cation of a monthly mimeographed | Which tells the story of its Window , 
Buy It?” is the title of an attractive | bulletin which will go to advertisers |Shopping advertising section in Metropolitan Named 
| plastic-bound volume just issued by | and prospects. It digests interesting terms of testimonials from present D’Andrea, New York, men’s 
Ladies’ Home Journal in which the | features of the current issue of the | “¢vertisers. fashion tailor, has appointed Metro- 
paper’s circulation record is tied up | magazine. > ee politan Advertising Company, New 
with its editorial achievements dur- * * * WWL, New Orleans, has sent out Leen goes | —— Mg 
ing the past three years. The book McCall’s has sent out an attrac- | 2m attractive folder called “The La- Thomas J. King is account eneeiee 
contains an accordion-folded chart tive four-page folder reproducing ment of the Radio Dial,” said lament tive 
which shows the circulation curve|the two pages of its “Now Let’s| consisting of the fact that “I stay in : 
during that period. Inserted into Plan Meals” department from its |Ome spot all day and all night, too ° 
the wide red curve line are nota- April issue ng which Elisabeth _on WWL..” Sears Appoints Adler 
tions referring to editorial material Wood di : : * ¢ 8 Paul F. Adler, formerly with Sta- 
. : y, editor, tells of a practical : ’ 
published during each month of the| axneriment in purchasing the} The Columbia Pacific Network | #0 = — 7) — mag | Ce 
period. cheapest products available, com-| has just completed mailing a series| VOUS W? 2. me 
* * © , : New York, has joined Sears & Ayer, 
pared with the purchase of nation-| of four brochures telling the story|)oqio station representative, now 
An editorial in ApverRTISING AGE|ally known brands. Getting na-|of “The Five Business States” and| jocated at 565 Fifth avenue, New 
which spoke of the value of pre- | tionally known brands meant an in-|the manner in which the network] York, as office manager. 
e + 
rs 
F 
* 
f 
Habi t li d in the h tof A i 
Warm gingerbread — cool milk — mid-week prayer 
meetings—fried suppers—infinite chores—the sweet 
monotony of daily life—unconscious habits of years. 
Into such simple routine WLW in 18 years has estab- 
listed its friendly place. 
And through the years, as a friendly visitor into your 
} 
| homes, this station has reflected and will continue 
to reflect, the tenor of life and the tempo of living 
| in WLW land. 
Last year, for example, in addition to the finest 
NBC and Mutual network programs, WLW spent 
$854,000.00 on its own programs—another reason 
why WLW is the listening habit in the heart of 
the Nation. 
THE LISTENING HABIT IN THE HEART OF THE NATION! 
The Crosley Corporation, Cincinnati, Ohio, Powel Crosley, Jr., President 
,@ ° 
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Influence of 
Advertising Seen in 
Annual Toy Mart 


Kids Get a Chance to 
Develop Their Con- 
sumer Consciousness 


New York, April 20.—Advertis- 
ing’s cultivation of the nursery, 
which has already influenced the 


choice of Junior’s food and clothes, 
is affecting the character of his 
playthings more and more, it was 
revealed this week at the American 
Toy Fair opening. 

With some ten thousand new 
gadgets and games on view, it was 
noticeable that an increasing num- 
ber of the toys mimicked the cars, 
kitchen cabinets and pre-fabricated 
houses advertised to and purchased 
by parents. The resemblance is 
carried out not only in the type of 
toy but in the style and material as 
well. Plastics, which have played 
an important part in the streamlin- 
ing’ of industry’s products, are find- 
ing their way into toy trains, auto- 
mobiles and airplanes. Doll rain- 
coats are made of such advertised 
materials as Pliofilm. 


Business Urge Encouraged 


The advertising influence is fur- 
ther expressed in toys devoted to 
the printing and publishing of min- 
iature newspapers, and there is a 
comic strip set for boy editors. Chil- 


ellic HOTELS 


with 


THE HOTEL, MONTHLY 


Published by JOHN WILLY, Inc. CHICAGO 


|dren are also offered a course in 


“how to make money in business,” 
which is given along with a con- 
struction kit which enables them to 
build receptacles for used razor 
blades. 

There is even a “consumer” angle 
to be found among the new offer- 
ings for the little consumers. One 
company presents a toy-testing de- 
vice that permits little Mary Ann 
to tell if her doll’s dress is made of 
real linen. Many of the toys which 
are on exhibition have themselves 
been tested by manufacturers for 
safety and age suitability by per- 
mitting children to play with them 
under normal playroom conditions. 
Emphasis this year is on utility, 
rather than appearance of the toy. 


Productive Aid for Kids 


The exhibit signalizes the en- 
trance of Radio Corporation of 
America into the toy field. RCA is 
offering a sound-effects kit and an 
electronics set for boys, which will 
receive the benefit of RCA’s na- 
tional distribution and advertising. 

The kit permits youngsters to re- 
produce such sounds as those of 
horses’ hoofs and thunder and rain 
through the family radio by means 
of miniature replicas of the actual 
devices used in broadcasting studios. 
The kits come supplied with a 
script book to guide the kids in 
presenting their living room dramas. 

Radio and the world of style also 
contribute heavily to toys this year, 
with male dolls designed as Buck 
Rogers and Charlie McCarthy and 
females sporting the latest hair 
fashions and tiny copies of Chanel 
creations. War toys, referred to as 
“defense” equipment, an old favor- 
ite of children, are very much in 
evidence this year. 

C. L. Kingsbury, president of the 
Toy Manufacturers of U. S. A., Inc., 
which sponsors the fair, predicts 
that toy volume will reach $230,- 
000,000 by the time Santa Claus 
empties his pack, which will repre- 
sent an increase of about 10 per 
cent over last year. 


Tower Magazine 
Suit Settled by 
$17,500 Payment 


Wilkes Barre, Pa., April 18.—A 
$2,695,000 suit filed by trustees of 
the bankrupt Tower Magazines, 
Inc., against Fred Morgan Kirby, a 
philanthropist, has been settled out 
of court, it was disclosed here by a 
federal bankruptcy referee. 

Payment of $17,500 in settlement 
of the suit has been approved by 
Judge Albert Johnson and will be 
submitted to creditors at a meeting 
here April 28. The suit was insti- 
tuted to recover pledges allegedly 
made by the philanthropist to 
Catherine McNelis, former Tower 
president. 

The latest developments follow 
the circulation fraud charges filed 
against the defunct publishing firm 
last summer. Miss McNelis and 
other former executives of the 
Tower group are free on bail. 

At the time fraud charges were 
filed by a federal grand jury in 
New York, Miss McNelis declared 
that Tower Corporation was not in- 
solvent but was precipitated into 
bankruptcy by the Kirby interests. 
Mr. Kirby was a vice-president of 
Woolworth Corporation. Tower 
magazines were distributed through 
Woolworth stores. 


“Time” Advances Duke 


F. Du Sossoit Duke, formerly as- 
sociate advertising manager of Life, 
has been appointed to the new post 
of advertising director of Time. 
Harry Dole will continue as adver- 
tising manager of Time, and George 
Sadler as associate advertising 
manager. 


Gets Bulk Film 

United Advertising Companies, 
Chicago, has been appointed to di- 
rect the advertising of Superior 
Bulk Film Company, Chicago. 
Newspapers, magazines and busi- 
ness papers will be used. A. E. 
Blumenfeld is account executive. 


THE MEASURING STICK 


of Cleveland’s Radio Audience 


For six years now, The United Broadcasting Co. 
has enjoyed exclusive rights to the play-by-play 
broadcasts of the Cleveland Indians’ baseball 
games. All through the drowsy Summer, in 
hamlet and town and city of the rich Cleveland 


market, countless radio sets are tuned to Jack 
Graney’s stirring voice. Just walk up or down 


oO 


THE UNITED 


BROAODE 


STING COMPANY 


Alse Opersting WHKC — Columbus, Ohie 


any street and your eye and ear will quickly 
tell you how true this is. If you know folks, you 
know that a listening habit is being formed-a 
habit which means greater value for your radio 
dollar when you buy time on WHK-WCLE. 


When Outstanding Sports Events 
Take Piace Look for the U. B.C. 
*“Mike.”’ IT’S ON THE FIELD! 
National Representatives 
RADIO ADVERTISING CORPORATION 


New York « * Cleveland * Detroit 
San Francisco * Los Angeles 


~hicege 


the highlights of its thrilling present 


riDe WATER 


Tide Water Will 
Repeat Offer 
of Travel Stamps 


Los Angeles, April 20.— Tide 
Water Associated Oil Company, 
which experimented with travel 
poster stamps last year, will repeat 
the promotion in 1939, with the 
Golden Gate International Exposi- 
tion at San Francisco providing a 
natural magnet for such an effort. 

As in 1938, a series of 100 stamps 
will be made available to users of 
Flying A gasoline — provided they 
travel far enough. The exposition 
series of ten stamps will be obtain- 
able everywhere —the remainder 
only through Associated dealers in 
the specified territory. 

Last year Tide Water distributed 
90,000,000 stamps, representing 
900,000 complete sets, despite the 
fact that many dealers did not put 
their efforts behind the combina- 
tion of touring and souvenir stamps. 
This year, all service stations are 
on the alert and are cooperating 
with enthusiasm born of experi- 
ence. 

The new campaign will break in 
a four-color page in The American 


Pacific Coast states and Nevada, 
Utah and Arizona will take up the 
refrain. Initial copy will invite 
motorists to stop at their “smiling 
Associated dealer” and pick up 
their stamp books and one stamp 
weekly until May 29, when the 90 


local stamps will be available. The 
explanation of the rules in the 
booklet warns the public not to 
write either the company or deal- 
ers for stamps, which may be 
secured only by personal call on 


retailers 


Friends May Help 


tire territory indicated in the book- 
let, the company gives this clue: 

“You can get these local stamps 
by either visiting Associated deal- 
ers in the territory specified or by 
writing friends in those localities 
to get them for you.” 

The stamps, printed in two 
colors on gummed paper, fit neatly 
into a space provided for them in 
the booklet. Underneath this space 
is a printed description of the 


ject, so that tourists can relive the 


| Joys of their 1939 vacation year 


STAMP LURE REPEATED AS CAMPAIGN THEME 


100 EXCITING 
NEW STAMPS! 


100 Chapters in the Story of the West— 
authentic re-creations of its romantic past, 


ASSOCIATED 


Weekly, after which newspapers in | 


To those unable to travel the en- | 


sub- 


ort COMPANY 


Magazine copy featuring a new series of travel poster stamps is the keynote of 
Tide Water's latest promotional program. 


after year with the aid of the stamp 
book. 

Harold R. Deal is advertising 
manager of the company, whose ac- 
count is handled by Lord & Thomas. 


Kurlash Names Agency 


Kurlash Company, Rochester, 
maker of Kurlash eyelash curler 
and eye cosmetics, has appointed 
Donahue & Coe, New York, to 
handle its account. James J. Ma- 
loney is account executive. 


Appoint Frankel-Rose 

Frankel-Rose Company, Chicago, 
has been appointed to direct the 
advertising of M. L. Flower & Co., 
maker of Tab-O-Color; and Rubin 
Mfg. Company, maker of beds and 
bed springs, both of Chicago. 


Kenyon Adds Owen 


Franklin S. Owen, formerly with 
the New York office of Tracy- 
Locke-Dawson, has joined Kenyon 
& Eckhardt, New York, as account 
executive. 


Cowen Joins Deutsch 
| J. David Cowen, formerly with 
|S. T. Seidman, Advertising, New 
York, has joined Deutsch & Shea 
Advertising Agency, New York, as 
}account executive. 


Hand Operated 
and Motor Driven 


DEMONSTRATORS 


Made to tell a convincing and easily under 
stood story of your product 
Now being successfully used by 
Advertisers 
WRITE FOR INFORMATION 
THE AMERICAN DISPLAY COMPANY 
DAYTON, OHIO, U. S. A, 


Nationa 


METROPOLITAN STATION 
COSMOPOLITAN AUDIENCE | 
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BRIDAL MARKET IS THE OBJECTIVE 
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A Bride’ ! best friend ts Wamsuera. Her morher mar reavind Aunt Harriet ther Wermsurre 
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t show how wich an 


end how tt can actually pay back rhe difference ia ies 
+ Even if you: aren't a Bride you'll be inrerewed im the 
for tive Bride” thet tells past how gany sheen and pillow cases to Buy for all sizes 
of beds hounes, and dudgets. Write co Dept. V2, Wasenrrra MILES, New Bedford, Mass, 


WA MSUTTA ( 
Yupercale — heels 


Wamsutta Mills’ entire summer campaign will be built around an appeal to the 


bridal market, with insertions scheduled 
House Beautiful and Vogue. 


for Bride's Magazine, Harper's Bazaar, 


Alley and Richards, Boston, is the agency. 


Historical Theme 
Offers New Tack 
for Heileman Copy 


(Picture on Page 31) 

LaCrosse, Wis., April 19. — Veer- 
ing sharply from the cartoon style 
with which it scored last year, 
the G. Heileman Brewing Company 
launched a campaign in 150 
Midwest newspapers to sell its Old 
Style Lager by building an appeal 
for the brew similar to that pos- 
sessed by famous taverns in Europe 
whose reputation has mellowed and 
grown through the years. 

In picturing many of these world 


copy 


has 


famed inns, copy will emphasize 
that they acquired their reputation 
through serving only the _ beer 


which lived up to “old world” 
standards of flavor. Heileman’s Old 
Style Lager also lives up to this 
standard, copy will assert. 
Coupon Offers Booklet 

Half- pages and quarter - pages 
will be used for illustrations of 
such inns as the Bratwurst Glock- 
lein in Nurnberg, the Inn Zu Pfis- 
tern in Lucerne, the Red Lion Hotel 
of Clovelly, England, and the Deut- 
chee Haus in Dinkelsbuhl, Ger- 

lany. 

All copy will tie in with the old 


. Gillin, Jr., Mgr. 


lair Co.. Representati 
nd Oper rated by "the 
of the World Life 
irance Societ y. 


world appeal of these illustrations 
in emphasizing Heileman’s | taste, 
flavor and goodness attributes. Each 
insertion will also carry a coupon 
offering a booklet which gives a 
more complete story on the old 
world inns mentioned in the copy. 
This booklet is sent free. 

A similar appeal has been used 
to build dealer sales for Heileman’s 
beer, emphasis being placed on the 
fact that these old world taverns 
acquired their reputation by serving 
a quality beer and “sticking to it.” 
Each of the 10,000 retail outlets for 
Heileman’s brew is being sent two 
framed etchings of old world tav- 
erns. These are free from any ad- 
vertising save a logotype below the 
print itself. 

Heileman is using approximately 
the same number of newspapers 
this year as in 1938 although its 
budget has been increased approxi- 
mately 100 per cent, according to a 
company spokesman. This increase 
will go into larger space and more 
frequent insertions. 

L. W. Ramsey Advertising Com- 
pany, Chicago, is the agency in 
charge. 


Gundlach Gets Vaidura 


American Asphalt Paint Com- 
pany, Chicago, manufacturer of 
Valdura paints, varnishes and in- 
dustrial finishes, has named Gund- 
lach Advertising Agency, Chicago, 
to handle its account. Newspapers 
and industrial publications will be 
used. R. E. Potter is account ex- 
ecutive. 


Munro to Plymouth 

F. W. Munro has joined the ad- 
vertising department of Plymouth 
Motor Corporation, Detroit. He 
was for many years with Hupp 
Motor Car Corporation, and more 
recently with Graham-Paige Motors 
Corporation. 


WHIK to Facsimile Web 

WHK, Cleveland, joined the Mu- 
tual Facsimile Network April 8, in- 
creasing the number of participants 
in the experimental hookup to four. 
Original members were ‘WGN, Chi- 
cago; WLW, Cincinnati, and WOR, 
Newark. 


Publisher Adds Hay 


R. Kingsland Hay, formerly with 
Pictorial Review and Harper’s Ba- 
zaar, has been named advertising 
manager of Robert L. Johnson 
Magazines, Inc., publisher of eight 
monthly publications distributed 
among guests of New York hotels. 


Mellon Institute 
Report Accents 
March of Progress 


New Products, Proc- 
esses Made Ready for 
Merchandising 


Pittsburgh, April 18.—Release of 
the Mellon Institute’s annual report 
this week offered the public a fac- 
tual account of the workings of pri- 
vate capital in developing new prod- 
ucts and processes designed to ad- 
vance the American standard of liv- 
ing on several fronts. 

While the report issued by Direc- 
tor E. R. Weidlein is couched in 
technical language, it provides a 
between-the-lines glimpse of new 
ideas that were laboratory experi- 
ments yesterday and may furnish 
new assignments for marketing men 
tomorrow. 

Among those maintaining fellow- 
ships at the Institute last year was 
the Continental Can Company. Its 
problem was to make flaked coffee, 


developed at the Institute in 1934, 


more readily available to all. 

Flaked coffee is obtained by roll- 
ing freshly roasted coffee and 
ground coffee. It offers a better bal- 
anced cup of the beverage and the 
possibility of a 50 per cent increase 
in economy. Until now, however, it 
has been available only in packages 
and its use has been limited to 
brands so packed. 


Flaked Coffee Popularized 


Continental’s work during 1938 
has produced a counter flaking mill 
for retail food markets in order that 
the customer may have the process 
applied on the spot to his favorite 
brand, drink a more tasty cup and 
save a little money. 

Kaufmann’s Department Store de- 
voted its fellowship to retail mer- 
chandising problems in a five-point 
program. This included pre-evalu- 
ation of merchandise offered store 
buyers, establishment of specifica- 
tions and informative labels for 
own-brand and other staple mer- 
chandise, evaluation of customer 
complaints on merchandise, techni- 
cal service to the store’s mainte- 
nance department and education of 
salespeople and consumers. 

Anthracite Industries, according 
to the report, has now made it pos- 
sible for the home owner to avoid 
janitor’s duties as far as the furnace 


is concerned for several weeks at a 
time. Completely automatic heat, 
it asserts, can now be obtained with 
Pennsylvania anthracite, without 
the necessity of attention for several 
weeks through the perfection of a 
new stoker. This stoker withdraws 
anthracite from the bin, burns it 


under thermostatic control and 
drops the ash into a storage pit 
under the heater. 


Improves Clay Soil 


Engineering studies of the fellow- 
ship include designs for new coal 
bins and the use of anthracite ashes 
to improve texture of clay soil. 

The Elgin National Watch Com- 
pany announces that it has devel- 
oped the first known lubricating oil 
to be made entirely from synthetic 
chemicals. Tests made on watches 
have been termed “promising.” 

Pearl Associates, Inc., has been 
looking at pearls from all angles 
during the past year. Research, it 
asserts, has proved the superiority 
of the natural pearl in aesthetic 
quality and homogeneous structure 
over all artifically made pearls. 


“Liberty” Names Agency 
Liberty, New York, has named 

J. Walter Thompson Company, New 

York, to handle its advertising. 


well they “panned out.” 


© -* 


Hardy Gold Rush miners judged their claims on how 
Those with loose gold and 
nuggets were called “rich strikes.” 


Now, in the days of '39, smart merchandisers pick 
their markets and media the same way. Advertising 
is concentrated where the diggin’s are richest.* 


San Francisco and The Call-Bulletin provide an ad- 
vertising bonanza. Now the market is more important 
than ever, with $240,000,000 of “outside” money antici- 
pated from Fair visitors during the next few months. 


And because of its evening circulation leadership and 
its tremendous advertising acceptance, The Call- 
Bulletin is proving a real NUGGET to advertisers. 


Call in a Paul Block man for details on this 
NUGGET paper in a GOLDEN market. 


an f “KANCLLCO. 


- CALL-BULLETIN 


(Est. 1856) 


The NUGGET Paper ina GOLDEN Market 


For the First Quarter of 1939 


FIRST 


in Department Store Advertising 
in Total Retail Advertising 
in Total Display Advertising 


among all San Francisco daily newspapers 


(Est. 1855) 
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Vital to Welfare 
of Domestic Trade 


Experts Assert U. S. Is 
Holding Its Own in 
South America 


Chicago, April 19.—The idea of 
erecting artificial barriers to world 
trade, recently adopted with glee by 
many countries, bears the “Made in 
America” mark, the Women’s Ad- 
vertising Club of Chicago was told 
last night. 

The quartette of globe trotters 
who revealed many significant facts 
about exporting and its economy 
consisted of F. L. Marshall, export 
manager, Montgomery Ward & Co., 
who acted as moderator at the round 
table; W. H. Stanley, vice-president 
and export manager, Wm. Wrigley 
Jr. Company; W. W. Shoemaker, 
vice-president, Armour & Co., and 
Carl M. Wynne, vice-president of 
foreign commerce, Chicago Associa- 
tion of Commerce. The visitors 
were introduced by Helen Vance, 
Chicago Daily News, as program 
chairman. 

The attempt of the United States 
to exclude as many foreign products 
as possible was made under a Re- 
publican administration in 1930, Mr. 


Covering 1939's 
Golden Market 


——_—_— 


BEVERAGE RETAILER WEEKLY 


The Newspaper of the 
Beer, Wine & Liquor Industry 
1819 Broadway, New York, N. Y. @ Circle 6-8181-2-3-4 


Shoemaker said, representing a 
pioneering effort in the realm of 
nationalism. The effort was repre- 
sented as protection for American 
agriculture, whose proponents ap- 
parently were unaware of the im- 
plications involved. Not only totali- 
tarian states, but many others, in- 
cluding Great Britain, retaliated. 


Want Stable Policy 


The experts paid tribute to Secre- 
tary of State Cordell Hull for his 
persistent efforts in behalf of rea- 
sonably free trade through the 
medium of reciprocal trade treaties, 
and expressed the hope that this 
policy, first enunciated many de- 
cades ago, will be followed by suc- 
ceeding administrations, so _ that 
business will be freed from the 
baleful effects of constant tamper- 
ing with the tariff structure. 

The speakers said there is no 
doubt that war would divert a large 
volume of foreign business into the 
hands of the United States, and in- 
dicated that mere threats of hos- 
tilities have given world traders 
such serious doubts about German 
and other sources of supply that a 
shift to more stable countries has 
resulted. 


They took the viewpoint that|> 


while trade rivalry has occasionally 
resulted in war in past centuries, 
international dealings more often 
promote peace. An example is 
found in current relations between 
Japan and the United States. The 
latter takes a large part of Japan’s 
silk, and Japan reciprocates by buy- 
ing American cotton. As a result, 
Japan has been much more concilia- 
tory toward the United States than 
to Britain, for example, in line with 
the trading axiom, “Nobody wants 
to shoot Santa Claus.” 

The fallacy of self-containment 
was exposed by Mr. Stanley, who 
said that if the United States, for 
instance, barred all foreign prod- 
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A radiant boy and girl pausing for a refreshing Coca-Cola won first honors at the fifth annual window and store display 
exhibit at Babson Institute, Wellesley Hills, Mass. Other prizes went to Abbott Laboratories, Johnson & Johnson, and John P. 
Squire Company, in the order named. Part of the exhibit, arranged by Bertrand R. Canfield, Babson sales and advertising 


director, is shown here. 


ucts, its inhabitants would have to 
dispense with such articles of daily 
use as tooth brushes, silk, garters, 
tea and coffee, much of its sugar, 
rubber, steel rails, air brakes, lead 
pencils, typewriters, telephones, 
paint, tin cans, moving pictures, 
radio, and a host of others. Most 
foreign countries would be in the 
same predicament, Russia being the 
chief exception. The latter, how- 
ever, although self-contained in 
theory, was described as possessing 
no clearcut plan on what to do with 
the resources showered on it by 
nature. 

About 10 per cent of American 
production goes into export chan- 


San Antonio Express and San Antonio Evening News show a sturdy in- 
crease in retail advertising and circulation for the first quarter of 1939 


over the like period of 1938, 


ADVERTISING 


5% gain in January 
14.1% gain in February 
23.8% gain in March 


CIRCULATION 


Sunday Express 
4.71% gain in January 
5.90% gain in February 
6.48% gain in March 


Daily Express 


4.87% gain in January 
5.44% gain in February 
6.17% gain in March 


Evening News 


4.72% gain in January 
6.01% gain in February 
6.21% gain in March 


This striking and consistent record of in- 
crease reflects the complete coverage of 
the busy San Antonio market and its rich 
South and West Texas trade territory af- 
forded by The Express and Evening News. 
It also reflects quality circulation—circu- 
lation in homes where there is buying 


power. 


Business enterprise desires to place its ad- 
vertising in media that serve territory and 
markets where sales are big and steadily 


growing bigger. 


Evening News are such media the year 


round, 


Sau Antonio Express 
SAN ANTONIO EVENING NEWS 


Jexas’ Foremost Newspapers 


The Express and The 


nels, it was said, though the average 
varies greatly by industries. One 
soap company transacts about one- 
fourth of its business with other 
countries, deriving therefrom about 
one-half of its net profit. The re- 
verse may be true with other ex- 
porters, since world competition is 
at times a severe master, and the 
competitive situation inevitably de- 
termines prices, it was brought out. 
Mr. Wynn said that high Ameri- 
can standards of living, and ability 
of American manufacturers to com- 
pete in world markets are based on 
engineering and organizing genius, 
plus ability of the American work- 
man to use skilfully the costly ma- 
chinery placed at his command. 
Despite the frequent internal crit- 
icism of American products, the 
latter are generally recognized in 
world markets as the best to be had, 
and they are supported by resource- 
ful salesmanship which makes the 
Yankee the most dreaded foe of 
competitors from other lands. The 
advantage of the American work- 
man in modern equipment was 
placed at about 3 to 1 as compared 
with his foreign contemporaries. 


The Clever Japanese 


In spite of all this, the machinery 
sometimes backfires. For instance, 
it was pointed out, Japan can buy 
American cotton, convert it into 
certain types of cloth and undersell 
American manufacturers in the 
United States. A gentleman’s agree- 
ment, however, has been reached, 
to minimize happenings of this na- 
ture, made possible not only by 
Japan’s lower living standards, as 
generally supposed, but also to a 
certain genius it possesses in the 
use of machinery. 

Mr. Stanley remarked that the 
English make the best false teeth 
in the world, but are poor imitators 
of Mother Nature, so that the 
United States is running away with 
the world denture market. 

Imports were described as a 
blessing which is not always recog- 
nized by the uninitiated. In fashion 
goods, it was estimated that only 
about 35 per cent of the price paid 
by the American consumer returns 
to the foreign producer, the other 
65 per cent remaining in this coun- 
try. The proper balance of imports 
and exports must be preserved, how- 
ever. The 1938 ratio was $3.65 to 
$1, the latter representing imports. 

Mr. Wynne said that while the 
barter policies of the totalitarian 


states have caused a severe case of 
jitters among American exporters, 
Germany and Italy have been able 
to make only “a slight dent” in our 
business with South America. The 
persecution of Jews has proved a 
much more potent factor in world 
trade than either Mr. Hitler or any- 
one else could have foreseen, and 
recent lack of news of further in- 
dignities may be due to the fact that 
a great white light has dawned on 
the Rhine, he observed. 

In spite of this optimistic attitude, 
however, Mr. Wynne said that the 
National Foreign Trade Council, 
leading representative of American 
exporters, believes that the United 
States may have to establish some 
kind of barter system, modified to 
meet the spirit of reciprocal trade 
treaties. 


Search for Dollars 


It was reported that many coun- 
tries rue the day when they began 
trade relations with Germany, since 
the latter often breaks the world 
price of any commodity it takes in 
exchange in its quest for essential 
dollars or pounds sterling. It broke 
the world coffee price, for instance. 
In this connection, the experts ex- 
pressed the opinion that the United 
States has been badly out-maneu- 
vered in Brazil, which exports 80 
per cent of its coffee to this country. 

The following figures were given 
on South American trade for 1913 
and 1937: Germany, 1913, 16.5 per 
cent; 1937, 15.5 per cent; Italy, 1913, 
2.8 per cent; 1937, none; Japan, 
1913, none; 1937, 2.8 per cent; 
United States, 1913, 25 per cent; 
1937, 34 per cent. 

Making a plea for consistent de- 
velopment of export business, Mr. 
Wynne said that it bears a definite 
relation to domestic employment, 
and also tends to reduce domestic 
prices. Mr. Marshall added that ex- 
port business becomes particularly 
important in the light of our appar- 
ent stabilization of population. 


— if you are looking for new slants to put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they 47° 
making sales letters pull—how they are cutting down selling cos 
DARTNELL CAN HELP YOU—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the 
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April 24, 1939 


ADVERTISING AGE 


THE MARKET DaTA Book 
AT WORK |. tunver:sof a series 


We have asked a cross-section of recipients of the 1939 edition of the Mar- 
ket Data Book Issue of Industrial Marketing for specific examples of their 
use of the book. Presented here is the first batch of excerpts from their 
replies. In every case, these comments show the Market Data Book ac- 
tually at work. General comments and aimless back-patting are omitted. 


Case No. 1. Ohio 
agency: 

“Just a few days ago, in a client’s 
office, a group of us were discussing 
a competitor who has recently aban- 
doned business papers in favor of some 
highly specialized national magazines 
and someone questioned whether by 
thus increasing his expenditure, the 
advertiser was not really cutting him- 
self off from a great part of his market. 

“One man walked out of the room 
and came back immediately with his 
copy of the Data Book, opened it to the 
right place and accurately analyzed the 
entire situation down to the classifica- 
tion of readership and the probable cost 
per inquiry in the national medium, 
contrasted with that of the standard 
business magazines which he has been 


using and most of his competitors still 
are.” 


Case No. 2. Illinois 
manufacturer: 


“We have used the media list in mak- 
ing up our advertising program. It 
enables us to judge the value of pub- 
lications in which we may later want 
to advertise.” 


Case No. 3. New 


York manufacturer: 
“We refer to the Market Data Book 


Issue for the study of markets and rel- 
ative media. In making our 1939 


schedule of advertising, we used your 
book to relate media to markets.” 


Case No.4. Media 
and marketing man- 
ager, New York 
agency: 


“The Market Data Book Issue of 
Industrial Marketing has been of con- 
siderable help to me in my work. The 
selection of media is inevitably tied up 
with data on the market one wants to 
reach; and I never attempt to select 
media without first studying the mar- 
ket. 

“As tangible evidence of my use of 
your book, let me say that I have used 
it to study the following markets: 
Building, Education, Electrical, Floor 
Covering, Food, Hotels and Restau- 
rants, Leather Goods, Medical, Plumb- 
ing and Heating, Radio and doubtless 
several others which I do not call to 
mind at the moment. 

“I can say with all sincerity that out 
of the many reference books which I 
use from day to day, The Market Data 
Book is one that I would hate to have 
to do without.” 


Case No. 5. Pennsyl- 
vania manufacturer: 


“We have used your book specifi- 
cally in the preparation of complete 
advertising schedules for our entire 
group of companies, when these depart- 
ments were consolidated into one. At 


that time Mr. —--—- and I were con- 
fronted with the problem of scheduling 
space for half a dozen companies, most 
of which we were only generally famil- 
iar with. Your book proved invaluable 
to us at this time.” 


Case No. 6. Connec- 
ticut manufacturer: 


“Your Market Data Book has com- 
pletely taken the place for us of a serv- 
ice that we previously used, because, for 
industrial problems your book is a great 
deal more helpful. 

“Just last week we had occasion to 
use it (although we do use it frequently 
in laying out advertising schedules and 
for getting correct addresses, etc.). 
This particular time we were laying out 
a program for entering a new market 
entirely and many of the facts con- 
tained in the book were and continue 
to be quite helpful to us.” 


Case No. 7. Minne- 
sota agency: 


“We were preparing a presentation 
for a very representative manufacturer 
of living room furniture and the data 
in toto incorporated in the section, ‘Fur- 
niture and House Furnishings,’ was of 
material assistance to us in confirming 
studied opinions and a casual investiga- 
tion. And the same applies to ‘Alco- 
holic Beverages’ with particular refer- 
ence to wines.” 


The Market Data Book, as these comments and others to follow show, 
fills a remarkable place in the marketing and space buying plans of all 
kinds of companies and all kinds of agencies throughout the country. It 
is the one place in which market and media information are presented 


side by side, giving the user a complete picture. Plan now to be adequately 
represented in the next issue, to be placed in users’ hands October 25. 
Industrial Marketing, 100 E. Ohio St., Chicago, 330 W. 42nd St., New York. 
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Cesnmercial Credit 
Offers Pledge to 
Instalment Buyers 


Baltimore, April 18.—Indicating 
that both recent advertising and 
editorial articles have tended to 
undermine public confidence in time 
payment financing through automo- 
bile dealers and finance companies, 
Commercial Credit Company this 
week began publication of a series 
of open letters in newspapers, guar- 
anteeing instalment buyers against 
overcharges or hidden charges. 

Appearing over the signature of 
A. E. Duncan, chairman of the 
board, the first of these letters ran 
in 1,030 newspapers. Kenneth C. 
Watson, director of public relations, 
believes that other large finance 
companies will use similar copy to 
reassure the public. 


Full Value Assured 


The guarantee featured by Com- 
mercial Credit pledges that the user 


a RE “flying high” 


That's what our Advertisers say 
when you broadcast “The Tri- 
umphant Trio Way” — 
ITALIAN, JEWISH, POLISH 

So right NOW, our foreign lan 
guage field is a “bird” of a mar 
ket for you to start your Summer 
Sales soaring! 


~*~ 
WPEN trans 


WM PENN BROADCASTING CO 


of its service will get everything 
that he pays for, including full in- 
surance coverage. The guarantee is 
reinforced by a system of checking 
all new car time payment contracts. 

Mr. Watson said that so much un- 
favorable publicity has been re- 
ceived by the auto finance field that 
many car buyers have arranged to 
pay cash or to arrange their financ- 
ing elsewhere. He expressed the 
conviction, however, that the great 
majority of time payment trans- 
actions on new cars have been on a 
fair basis, with the buyer’s interest 
adequately protected. 

Over 1,000 newspapers, seven 
magazines, and automotive business 
papers are on the schedule. The 
magazine list includes: American, 
Capper’s Farmer, Collier’s, Country 
Gentleman, Liberty, Life, and The 
Saturday Evening Post. 

O’Dea, Sheldon & Canaday is the 
agency in charge. 


Wilbur C. Cook Elected 
Ward Baking President 


Wilbur C. Cook has been elected 
president and a director of Ward 
Baking Company, New York. For 
the past three years an investment 
banker, Mr. Cook was formerly in 
the advertising business as an 
owner of George L. Dyer & Co. 

He formerly served with Sim- 
mons Company, Elgin Watch Com- 
pany, Quaker Oats Company, Gil- 
lette Safety Razor Company, and 
participated in the formation of 
what is now Allied Stores Corpora- 
tion: Mr. Cook succeeds J. M. Liv- 
ingston, who resigned three months 
ago. 


Tenney, Woodward 
& Conklin to Move 


The Chicago office of Tenney, 
Woodward & Conklin, Inc., will 
move to 333 N. Michigan avenue 
May 1. 

The new telephone number will 
be Central 1743. 


“Democrat” to Move 


The Democrat, Pauls Valley, 
Okla., has purchased a _ two-story 
bldg. to house its offices and plant, 
and will move to the new location 
in May. 
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@ Using KEX, American Produce Company of Portland, 


Oregon has broadcast market reports 6 days a week for the 


past 5 years. These up-to-the-minute prices on eggs, butter, 


poultry and livestock have been extremely successful. Pro- 


duce trucks operating in the KEX area are nearly 100% 


equipped with radios to receive this information to guide 


them in their service to the community. 


American Produce Company considers its commercial an- 


nouncements a distinct service to the entire farm audience as 


well as to dairymen and poultrymen. J. W. Savinar, speaking 


_ Getting Personal 


Jim Johnson, a.m., Calvert Distillers Corporation, has returned to 
work after a week’s trip to Bermuda. . . Elisha Waterman, executive 
v.p., L. E. Waterman Company, traveled over to Jersey a fortnight 
back to present a watch to a 50-year employe of the company... 

Lloyd R. Coleman, Paris boss of J. Walter Thompson Company, 
will be the featured speaker at 
Liege in June at the Exposition 
of the Comite National Belge de 
l’Organization Scientifique, what- 
ever that means... 

S. F. Woodell, export a.m., 
Packard Motor Car Company, 
and Export Advertising Assn. 
prexy, spoke before the NYU 
Foreign Trade Club. . . Paul Laz- 
arus, a.m., Warner Brothers Pic- 
tures, has been nominated for 
the presidency of Associated Mo- 
tion Picture Advertisers. . . 


H. M. Thomas, the business 
paper publisher, ran into hard 


AT SUNRISE RITES 


vacation in years. Enroute to 
California, his wife was taken 
sick and rushed to the hospital in 
Kansas City. She is making sat- 


of operations, while her husband 
remains in K. C. during her con- 
valescence. . . 

Carl Berlin, the American 
who went to Paris to show the 
French how to make quality per- 


Attending the Easter sunrise service at 

Mirror Lake, Yosemite National Park— 

Elliott D. Odell, advertising director, 

Fawcett magazines, and Stanley €E. 

Plumb, advertising manager, Yosemite 
Park & Curry Company. 


of the Legion of Honor. Berlin is head of Ciro’s Perfumes, whose new 
“Danger” scent was recently introduced in this country. . . 


Gotham members of the American Marketing Assn. of the drunk 
who staggered into a saloon and sampled the free lunch. He had 
difficulty locating his mouth, and parked a liberal supply of lim- 


the source of the odor, and finally left the joint in disgust. He re- 
turned a few minutes later to the surprise of the bartender. When 


had made a survey and discovered that “the whole world stinks.” . . 


brewery’s ad chief than he hustled off with his fellow executives 
to a series of meetings in New England. George E. Ruppert, president; 
Walter R. Mohr, sales mgr. for bottled products; Philip H. Shaffer, 
mgr. of distributor sales; James R. Nicholson, g. s. m., and Ray Vir 
Den of Lennen & Mitchell were other participants. . . 

Things aren’t going to be quite the same after May 1 for salesmen 
who call on Young & Rubicam in N. Y. Grace Lullman, Y & R’s 
popular receptionist, plans to resign then and move to Charlotte, 
N. C. . . True Story’s Ernie Anderson and Harry O’Brien, of Sutton 
& O’Brien, ad illustrators, have been sojourning in Charleston, S.C... 


tion of this department the fact that Jack Lucas, mentioned here last 
week among alumni of the Hoyt agency, left Lord & Thomas some 
time ago to join Federal’s copy staff. . . 

Hubert S. Musgrave, Century Photo Engraving Company head, 
had to return to the hospital after a relapse from a siege of pneu- 
monia. .. W. M. LeBrecht, v. p., Johnson Export Publishing Co., has 
acquired a wife. . . 


Larry Wilson, vice-president of Aubrey, Moore & Wallace, Chi- 
cago agency, is generally regarded as the No. 1 baseball fan of the 
advertising business. . . Jack Flagler, son of Elmer Flagler, Western 
manager for the New York Daily News, is a chip off the old block. 
“Speed,” as he is known, has just been elected captain of the 1940 
Loyola senior basketball team. . . 

“Wally” Evans, president of Evans Associates, Chicago advertis- 
ing agency, was the host at a luncheon at the Union League Club 
April 18 in honor of Louis E. Browne, executive secretary of the 
American-Russia Chamber of Commerce, and Spencer Williams, resi- 
dent representative of the chamber in Moscow. Russian dishes, from 
caviar and borsch to vodka, featured the menu. John G. Robel is 
manager of the export department of Evans Associates. . . 

Dorothy Winsor and Delphine V. Humphrey, of McCann-Erickson, 
New York, and Anne Ritter, of N. W. Ayer & Son, are burning the 
midnight oil promoting the next play of the Tudor Players, “Three 
Cornered Moon,” April 27-28. . . 

First honors in a letter-writing contest, sponsored by the Chicago 
branch of the Iowa State College Alumni Association to develop 
suggestions for an enlarged program of activities, went to W. L 
Brockson, of Commercial Advertising Agency, Chicago, and second 
place to Merlin Seder, Chicago representative for Country Gentle- 
man... 
Gilbert Seldes, director of CBS television programs, sailed for 
London April 21 to study recent television developments of the British 
Broadcasting Corporation. Donald Hunter Monro, BBC television 
production mgr., sailed with Mr. Seldes and will return with him in 
May to serve CBS in an advisory capacity for a month... 

The Boston advertising world has just found out that Paul B. 
Eaton, a. m., H. P. Hood & Sons, eloped last summer. . . Carlton H. 
Winslow, Jr., a. m. of Cuno Engineering Corporation, Meriden, Conn., 


luck when he went on his first 


isfactory progress after a series 


fume, has been made a Chevalier 


Thomas Hughes, director of research at Brown & Thomas, told 


burger cheese on his mustache. He sniffed around to try and locate 


asked why he returned after leaving in a huff, he confided that he 


No sooner did Bruce Ashby assume his new job as Ruppert 


David E. Robinson, g. m. of Federal agency, called to the atten- 


Offers Vitamin 


Product As Aid in 
Weight Reduction 


Bloomfield, N. J., April 20.—A 
distinct novelty in the merchandis- 
ing of vitamin products was re- 
vealed this week by Dietetic Re- 
search Laboratories in promoting its 
M. V. M. Perles as a reducing aid. 

Each package of the product con- 
tains a reducing diet to be adopted 
in conjunction with the Perles, 
which are said to be specially de- 
signed to supply the necessary min- 
erals and other elements lacking in 
the diet. The keynote of the plan 
is that reducing is usually a hard- 
ship because of a lack of energy 
caused by elimination of certain 
foods, and that taking M. V. M. vi- 
tamins will supply the missing en- 
ergy. 

With extensive department store 
distribution achieved, the product 
has been supported to date by local 
newspaper advertising. A national 
campaign, through Al Paul Lefton 
Company, New York, will be 
launched when additional outlets 
are secured. 


Plan Pennsylvania Test 


Initial advertising under the man- 
ufacturer’s name will take the form 
of a test campaign to be started soon 
in Pennsylvania. At the same time, 
the company will attempt to gain 
distribution in drug stores, to aug- 
ment the specialty shops and de- 
partment stores now carrying the 
product. 

Another novel feature in the mer- 
chandising program is the practice 
of displaying the product in fashion 
wear departments, despite the fact 
that M. V. M. Perles are sold only at 
toiletry counters. Style-conscious 
women who patronize the fashion 
department are believed to be the 
best prospects for a reducing diet 
which includes vitamins. 

Although the primary promotion 
appeal is “become slim and stay 
slim the M. V. M. way,” retail copy 
which has appeared to date has in- 
cluded the more conventional vita- 
min appeal of “toning up the body.” 
Women of normal weight are ad- 
vised that the product will make 
them “feel better and look it.” 


Hotels Name Atkinson 


Harry Atkinson, Inc., New York, 
has been appointed to handle the 
accounts of the Hotels Edison and 
Lincoln, New York. C. J. G. At- 
kinson, vice-president, is the ac- 
count executive. 


Sims Elected Director 


Russell S. Sims, vice-president in 
charge of public relations, has been 
elected to the board of directors of 
Albert Frank-Guenther Law, New 
York. Mr. Sims has been with the 
agency since 1925. 


BESS’ S! 


REGUS NET stay PAT.OFF. 


PAPER CEMENT 


FOR 
LAYOUTS » DUMMIES 
MASKING « PHOTO- 
MOUNTING ¢ every paper 


joining need. 
NO WRINKLING 
OR CURLING 


Try Best-Test for Clean, Speedy Results 
At All Dealers 


for American Produce, says: “We are most gratified with the 


For Free Sample, Write 
UNION RUBBER 


& ASBESTOS CO. 
TRENTON, N. J. 


and Winifred A. Gustafson, Pittsfield, Mass., are engaged. . . 

Lieutenant-Governor J. B. “Billy” Snider, Clarksdale publisher, has 
formally announced his candidacy for governor of Mississippi in the 
Aug. 8 Democratic primary. Walker Wood, publisher of the Winona 
Times and secretary of state for the past 13 years, is a candidate 
for re-election. . . 

Raymond Fields, publisher of the Guthrie Daily Leader and Okla- 
homa department commander of the American Legion, has been 


results obtained from the rural and farm audience through 


our advertising on station KEX.” 
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RADIO STATIONS OF THE 


endorsed as a candidate for national commander by the state execu- 

é OREGO N j sania tive committee. . 

| 620 KC Roger A. Poor, advertising counselor, Hygrade Sylvania Corpo 

_ ; . . ‘ s , Hy 5 pora- 
Peay fa eyh ntl PORTLAND - OREGON pene Aan tion, Salem, Mass., says he no longer feels like a sprightly youngster 
now that granddaughter Barbara Carolyn Learoyd has arrived. . . 
NBC RED Saneaasadatiions NBC BLUE Keith J. Evans, a. m., Joseph T. Ryerson & Sons, Chicago, cut the 
birthday cake at the twentieth anniversary dinner of the Engineering 
z EDWARD PETRY & CO. INC., New York, Chicago, Detroit, San Francisco, Los Angeles Advertisers Association. He was president during 1924-25 and was 


first president of National Industrial Advertisers Association. . . 
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Coming 
Conventions 


April 25-28. Annual convention, 
Netional Newspaper Promotion 
Association, Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
American Newspaper Publishers 
Association, Waldorf-Astoria, New 
York. 

April 27-29. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 


May 4-6. Annual convention, 
National Association of Chain Drug 
Stores, The Greenbrier, White Sul- 
phur Springs, W. Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 8-9. Midyear meeting, As- 
sociated Grocery Manufacturers of 
America, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
eo 

May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

May 16-17. Spring convention, 
Inland Daily Press Association, 
Hotel Sherman, Chicago. 

May 19-20. Spring session, Ameri- 
can Marketing Association, Me- 
dinah Club, Chicago. 

May 22-24. Annual convention, 
Toilet Goods Association, Hotel 
Biltmore, New York. 

June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 5-7. Annual convention, 
National Federation of Sales Ex- 
ecutives, Bellevue-Stratford Hotel, 
Philadelphia. 

June 12-15. Annual convention, 
Association of National Classified 
Advertising Managers, Hotel Sen- 
eca, Rochester, N. Y. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 


Westchester Country Club, Rye, 
i A 

June 15-17. Annual convention, 
Southern Newspaper’ Publishers 


Association, Chamberlain Hotel, Old 
Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Hotel Shelton, New York. 

June 18-22. Annual convention, 


RESEARCH WORKERS 


Investigators (telephone and personal 
contact), research and survey work- 
ers, field work supervisors, etc., to 
register in INDEXT for work in your 
own locality. Write TODAY! 


INDEXT SERVICE 
MADISON AVENUE, NEW YORK 
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Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-13. Annual convention, 
National Association of Broadcast- 


ers, Ambassador Hotel, Atlantic 
City. 
Sept. 11-14. Annual convention, 


Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


Helen Vance Is 
Women’s President 


Helen Vance, Chicago Daily News, 
was elected president of the Wo- 
men’s Advertising Club of Chicago 
at the annual meeting April 18. 
Others named were May Plaunt, 
Christian Science Monitor, first 
vice-president; Bernice Capion, 
Patterson Publishing Company, sec- 
ond vice-president; Bernice Mohl- 
man, recording secretary; Ruth 
Gates, State Bank & Trust Com- 
pany, Evanston, IIl., corresponding 
secretary; Ellen Littlejohn, Hydrox 
Corporation, treasurer; Marian Van, 
historian. 

Committee chairmen were elected 
as follows: Membership, Kathleen 
Yeast, Follett Publishing Company: 
program, Margaret Grobman, Pure 
Milk Association; publicity, Elea- 
nore Walbaum, public relations 
counsel; social, Mae McCain, adver- 
tising and art service; vocational, 
Ann Weiszbrod, McKittrick’s Direc- 
tory; finance, Kathryn Hogan, Ful- 
ton, Horne, Morrissey Company. 
The new officers will be installed 
May 16. 


Homemakers to Weigh 
Buying Problems 

A two-day consumer and educa- 
tional forum will be sponsored by 
women’s organizations in the Chi- 
cago area April 27 and 28 at the 


LaSalle Hotel, Chicago, under the 
direction of Mrs. Franklin W. 
Fritchey, president, American 
Homemakers Association. 


Luncheon meetings on Thursday 
and Friday will supplement the all- 
day exhibits. Among the speakers 
scheduled are Philip Maxwell, Chi- 
cago Tribune, on “Promoting Life.” 
The effect of recent advertising 
legislation on the consumer will be 
discussed by Irwin Robinson, man- 
aging editor, ADVERTISING AGE. De- 
scriptive labeling will also be ana- 
lyzed by advertisers’ representa- 
tives. 


Maier to Scholts 

Maier Brewing Company, Los 
Angeles, has appointed Scholts Ad- 
vertising Agency, Los Angeles, to 


handle its account. 


When advertising appears in a vehicle that is wanted 
and read, it is effective. Executives want Traffic World 
to the extent that they pay 


$10 a year 


to read it each week. 


They realize that Traffic World 


is the only independent national weekly, news maga- 


zine in transportation, distribution, and traffic. 
is why advertising in Traffic World is seen and read. 


That 


TRAFFIC WORLD 


The only $10 « year weekly business magazine ABP 


Surplus Food Stamp 
Plan: Debut Sef 


for Rochester, N. Y. 


(Continued from Page 1) 


member of the family be deducted 
from their wages. Orange stamps 
will be issued to cover purchases 
equal to the amount of the deduc- 
tions. One dollar per week per fam- 
ily member is the minimum amount 
of orange stamps purchasable but 
deductions and stamp purchases up 
to $1.50 per family member will be 
permitted on request of the WPA 
worker. In addition, blue stamps, 
which will represent fifty per cent 
of the value of the orange stamps, 
will be issued free. These will be 
usable only for foods designated as 
surplus commodities. 

The alternative plan will permit 
persons receiving general relief, old 
age assistance, aid for dependent 
children, and blind benefits, to pur- 
chase orange stamps on the same 
basis as WPA workers. With every 
dollar purchase of orange stamps 
these persons will receive free of 


charge fifty cents in blue stamps to 
be exchanged for designated sur- 
plus foods at grocery stores of co- 
operating merchants. 

Philip E. Maguire, vice-president 
of the Federal Surplus Commodities 
Corporation, who has been in charge 
of making arrangements for the food 
stamp plan inaugural, said today 
that “pledges of one hundred per 
cent cooperation on the part of all 
groups and excellent facilities for 
checking the operations and deter- 
mining the accomplishments of the 
plan” had been assured in Rochester 
and that these were the principal 
factors which led to the selection of 
that city as the starting point. 

Detailed arrangements still remain 
to be worked out concerning the 
redemption of the stamps locally by 
grocers who accept them for food 
purchases. The federal government 
would redeem the stamps from 
funds which are already available to 
the FSCC. The funds to be used for 
redemption are those now used to 
purchase the surplus commodities 
that are donated to local welfare 
agencies for the needy. 

The commodities to be designated 
as surplus products and eligible for 
stamp purchases are expected to in- 
clude butter, grapefruit, oranges, 
dried fruits, beans, eggs and fresh 
vegetables. 


In discussing the forthcoming test, 
Secretary Wallace today pointed out 
that “the food stamp plan will give 
eligible families a chance to increase 
their purchases of surplus vitamin- 
rich foods. Estimates have been 
made that many millions of people 
in the United States spend an aver- 
age of $1 a week, or less, for food 
for each person. That is not quite 
15 cents a day; about a nickel a 
meal. Such wholly inadequate ex- 
penditures mean  price-depressing 
surpluses for farmers, and diets for 
low-income families inadequate to 
maintain minimum standards of 
health. Other studies indicate that, 
on the average, $1.50 a week is the 
smallest sum that will provide a 
city dweller with an adequate diet. 
The food stamp plan is designed to 
achieve this objective.” 

Mr. Wallace said that if the plan 
proves to be successful three dis- 
tinct contributions will be made to 
the public welfare. “It will get more 
surplus farm products into con- 
sumption,” he continued. “That will 
help agriculture. It will provide 
more and better food for low-income 
families. That will improve the 
public health and benefit the future 
of our people. It will increase the 
volume of merchandise moving 
through the normal channels of 
trade. That will help all business.” 


World's Fair. 


ministrators. 


————_ 


* 


Be) 100 E. Ohio St., Chicago 


THe Worup's FAIR 
AND HOSPITALS 


In its May issue, HOSPITAL MANAGEMENT will give its 
readers—the business administrators of hospitals throughout the 


country—a complete and comprehensive view of the New York 


Naturally, this material will stress particularly those exhibits 
at the Fair which would be of primary interest to these men and 
women—medical and health exhibits, construction and building 
materials, and other products and services within the wide range 
of interest of hospital administrators. 


This editorial material can be expected to increase interest 
in the Fair among hospital people, and to stimulate attendance, 
as well as more careful investigation of the educational exhibits. 


To those exhibitors whose products are sold directly to hos- 
pitals, and to those who appreciate the tremendous importance 
of direct or implied endorsements by hospitals in selling to the 
general public, the May issue will therefore offer an unusual 
opportunity to attract attention to their World's Fair exhibit, and 
to create favorable notice of this exhibit among hospital ad- 


Forms for the May issue close May 5. Write today for com- 
plete information. 


Hospital Management 


The News and Technical Journal of Administration 
330 W. 42nd St., New York any 
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BOOKL 
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Cass Avenue, St 


NAME 
ADDRESS 
STATE 

FIRM NAME 
POSITION 


SEND FOR THIS 


Exelusive Distributors 


Your circular gets inside with 
house - to - house distribution. 


Here is an ad- 
vertising medium 
that will produce 

. at a minimum 
Cir- 


sam- 


cost to you! 
culars . . 
ples ... advertis- 
ing materials ... 
all go direct to the 
consumer with 
properly organized 
house - to - house 
distribution. 


Only one house- 
to - house distribu- 
tor in your city is 
an E. D. A. mem- 
berl His work is 
guaranteed by 
the largest and 
oldest distributing 
organization in 
America. Be sure 
your distributor is 


E. D. A. 


EXCLUSIVE 
DISTRIBUTORS 


ET 


The Exclusive Dis- 
tributors Association 
have a man in your 
territory who can 
help you pian a 
campaign . . either 
local or national in 
scope Write to ws 
for a complete list- 
ing of all E » = 
associates 


Association, {519 
Louis, Mo 


Colorful Era Marked 
Early Business Days 
of Oklahoma City 


Merchants Created 
Own Rules for Compe- 
tition and "Monopoly" 


Oklahoma City, April 20.—Mar- 
keting experts who observe the 
festive ceremonies that are marking 
this city’s 50th anniversary may 
also find a clue as to why Oklahoma 
City’s business curve described an 
upward arc last year in contrast 
with the downward trend of num- 
erous other markets. 

It is a safe bet that a good part 
of the answer to this enigma will 
be “enterprise.” Although it is a 
word of general meaning, it can be 
applied without hesitation to the 
intrepid adventurers who, on April 
22, 1889, eagerly awaited the signal 
that sent them rushing headlong 
into new territory, toward new 
horizons. 

This was the date when the Okla- 
homa Territory, formerly govern- 
j}ment land and Indian reservation, 
|was opened for settlement. Hun- 
dreds of men, women and children 

not a few of whom were later to 
| make their mark in advertising and 
merchandising—stood on the border 
with all their worldly goods packed 
in saddle bags, buckboards' or 
prairie schooners. When the signal 
was given, they were off and the 
famous Oklahoma Run was under 
way. 

By nightfall, several thousand 
had located here and the city was 
being started. It wasn’t on any 
marketing maps then and it wasn’t 
much of a town to look at, but its 
citizens had a lot of enthusiasm. 


First Paper Arrives 


They lacked luxury. Tents served 
to house those enterprising mer- 
chants who started groceries, drug- 
stores and other retail businesses. 
There was even one _ wholesale 
house, also in a tent. And on the 
evening of that first day, the first 
newspaper arrived, an “extra” edi- 
tion of the Oklahoma City Times. 
Within two months it had four 


competitors. 

Business was conducted largely 
on the “first come first served” 
theory, and early settlers would 
probably remind those _ business 


men who now sigh poignantly for 
the good old days that, even then, 
business and profits were not easily 
won. There were few rules of con- 
duct and it can readily be presumed 
that a six-shooter in the hand was 
occasionally worth more to the 
merchant of that day than a brace 
of corporation lawyers might be 


now. 

At the end of the city’s first 
month, population had grown to 
6,000, with 1,603 occupied houses. 


There were 34 groceries, 21 drug 
stores, 28 dry goods stores, 11 flour, 
feed and commission merchants, 10 
hotels, 20 boarding houses, 37 
restaurants, 27 lumber yards, 14 
barber shops, 21 confectioners, 15 
meat markets, three pumps and 
wells, seven brickyards, 29 real 
estate brokers, four banks, two 


|} By 
| Run, 


lightning rod companies and three 


|} newsstands. 


City Gets “Official Paper” 


June 13, 52 
five 


after the 
newspaper publishers 
vieing for the advertising 
business of these merchants. One 
of the first of these was the Okla- 
homa Times. This was designated 
the “official paper” of the city, by 
ordinance number 2 appearing in 
the May 9 edition, and was the only 
one of the five to come down 
through the years. 

Space salesmen of those 
weren't familiar with rate 
ABC charts, market data 
o1 high powered presentations, but 
i they got the business just the same 

Instead of talks on fre- 
quency discounts and the like, ad- 
vertising was sold “for what it 


days 


were 


days 


sales 


cards, | 
surveys | 


Parnitre . and Underahing! | y wep 


‘Goods at rensonable figures, 


East Side of Broadway, 


Meters Mein ast Vices Streets, 


ac geta eee 


“giy* 


complete line. 


would bring.” 
been a_ stronger 
or an interest in 
drinking wells. 

The word “monopoly” probably 
appeared early in the citizens’ vo- 
cabulary, for these wells were con- 
trolled by syndicates for a time. 
These syndicates, having not yet 
heard of the Federal Trade Com- 
mission and “combinations in 
restraint of trade,” gave the water 
to their friends and sold it to others 
—at $1 per gallon. 

Advertising which appeared in 
the newspapers was created without 
benefit of high paid copywriters or 
copy evaluation systems, although 

without disparagment to the 
present—it did tell the facts. 

A headline on one of the early 
insertions reads “Furniture and 
Undertaking!”’ and copy goes on to 
announce that “Banks and Reed, 
proprietors, carries a complete and 
elegant line of furniture and under- 
taking goods at reasonable figures.” 


“Good Goods” Offered 


This might have 
political alliance, 
one of the few 


Another advertisement for the 
Oklahoma Supply Store is more 
subtly worded. It offers “Good 


Goods and Low Prices,” and points 
}out that “our object is not how 
much we can charge, but how cheap 
can we sell.” 

A modest card for a bank asserts, 
“Unexceptionable references given.” 
Still another bank advertisement, 
after listing the names of its officers 
and the amount of its capital, says, 
“We cite the above in order to show 
you that we are not a_ wild-cat 
bank but have come to stay.” 

An enterprising realtor had 
already adopted a sales promotion 
stunt that became famous in the 
booming twenties. His insertion 


announced, “We will take pleasure | 


in showing strangers city property 
and have a carriage in waiting to 
locate parties in the country.” 

And while these advertisements 
appeared but a few days after the 
city had been opened and when the 
population was but a few thousand, 
|merchants were apparently wary 
jlest prospective customers would 
be unable to locate the advertiser 
Each insertion bears specific direc- 
tions such as this: “Come to large 
two-story building on California 
avenue, south side—a block west of 
Broadway.” 
| No flash in the pan, 
|City continued to grow through its 
|first 10-year “shake-down” period 
when the more 
inched away from their competitors 


| 


P.M. WALKER & CO. us 


GENERAL 


~FURWTuRE stone, Furnishing House |i 


eee Household Furnishings of oll kinds. 
Carries a Complete and Fiewant euiihetk ciate 
fires of Fareitaste and Undertaking | of 


LOWEST RATES! 


Cume ta large twoctery buibting om Calttoreia At aaa, 
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WHEN ADVERTISING WAS YOUNG IN OKLAHOMA CITY 
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The merchandising experts who staked their claims in Oklahoma City during its early days were enterprising if not elegant, 
these pictures reveal. The grocer (upper left) very quickly discovered the value of display and the need for carrying a 
Note the pants and hay. 


Also shown (lower left) is an expert who put his mules to good promotional use, 


appears today. 


The 1907 census gave it a popula- 
tion of 32,000, a figure that was 
almost doubled in the next three 
years. Oklahoma officially became 
a state in 1907 and this inspired 
another great rush for land owner- 
ship. 

Although oil had come in in many 
other parts of the state, Oklahoma 
City did not learn until 1928 that 
it, too, was harboring a vast fortune 
in “black gold.” The first well has 


while the boy outside the tent (upper right) is one of the first of the “I can get it for you wholesale" school. Copy used 
by the furniture advertisers was taken from an early edition of the Oklahoma Times. 


At lower right is shown the city as it © 


been followed by 1,350 more, with 
total production valued to date at 
more than a half billion dollars. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 Seo. Dearborn St. Wabash 8655 | 
CHICAGO 


5.9% OF CORPORATIONS 
OWN 86.8% OF ASSETS 


Edwin B. George, in his article, “How Big is Big Business?” in 


the March number of Dun’s 


corporations by total assets. These figures reveal that 5.9% of 
all corporations possess 86.8°/, of all corporate assets. 


Such concentration of assets indicates a similar concentration of 


purchasing power. It emphasizes the importance of covering 
these corporations with your advertising. 


More than 42° 


concerns rated $125,000 to over $1,000,000. Of these, the manu- 
facturers and wholesalers reached represent the major portion 


of such companies so rated. 


The exact coverage provided is indicated in the latest C.C.A. 
report. It indicates type of concern, financial rating, and title of 
ofhicer reached. It is a name-by-name analysis; not a projection 
of asample. There is no need for conjecture or assumption. 


A copy of the audit will be sent to anyone interested. 


DUNS REVIEW 


PUBLISHED BY DUN 


NEW YORK 
290 Broadway 


of the circulation of Dun’s Review goes to 


CHICAGO 
223 No. LaSalle St. 


Review, presents an analysis of 


& BRADSTREET, INC. 


CLEVELAND 
Bulkley Bldg 


REACHING CHIEF EXECUTIVES Ol] 


LARGE CORPORATIONS 
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Dictaphone Scraps 
Testimonial Copy 
for Breezier Style 


Finds Human Interest 
Clicks with Top Business 


Executives 
(Picture on Page 31) 

New York, April 20.—Dignified 
business men are just as susceptible 
to the appeal of human interest 
copy as housewives, Dictaphone 
Sales Corporation has discovered. 
According to R. T. Harris, adver- 
tising Manager, the adoption of the 
continuity technique and the use of 
light, breezy copy, dramatizing of- 
fice situations, has doubled coupon 
returns in the last few months. It 
is still too early to judge the result 
of the new copy from a sales stand- 
point, Mr. Harris said, since closing 
the sale of a Dictaphone usually re- 
quires several months. 

The new advertisements, which 
are appearing in Business Week, For- 
tune, Nation’s Business, Newsweek 
and Time, are built around a play 
on the word “dictator,” which is 
considered a “natural,” not only be- 
cause of the character of the com- 
pany’s product, but because of the 
word’s current news value. Typical 
headlines read: “Ten minutes in the 
life of a dictator,” and “How to 
meet the demands of a dictator.” 


Big Names Dropped 


Dictaphone’s new promotion dif- 
fers widely from that employed last 
year. In the previous campaign, Mr. 
Harris explained, emphasis was 


) placed on testimonials from promi- 
) nent users, such as radio commen- 
' tators and top executives in busi- 


ness. However, it was noted that 
) these testimonials, though genuine, 
) bore a certain monotonous similar- 
ity which detracted from the effect- 
iveness of the copy. 
Then, too, the company felt that 
confining the testimonials to bigwigs 
| limited the campaign’s appeal to 
| prospective buyers lower down in 
the business world. Another point 
back of Dictaphone’s change of 
Strategy arose out of its merchan- 
dising situation. The instrument is 
so well established and widely 


An Asset to the Graphic Arts 
Professions-Nationally Used 
3 Grades - Light-Medium and 
Heavy-$2 Per Gal. Post Paid 
2S RUBBER CEMENT € 
1438 NO. HALSTED ST 


“QUIN-TEMP-LETS" 


BORN 


~~ 


‘Westinghouse igerator 


wt PACEMAKER & © 


Refr 


Westinghouse has started a newspaper 
campaign to introduce its “quin-temp- 
lets""—Frosty, Crispy, Healthy, Forty 
and Butch. Each designates one of the 
cold zones in the refrigerator. Fuller & 
Smith & Ross, Cleveland, is the agency. 


known that it can no longer be sold 
on the basis of novelty. The cam- 
pany feels it is not easy to persuade 
a man to buy a product with which 
he is thoroughly familiar, which is 
comparatively expensive, and which 
entails a change in his habits of 
work. 


Business Wheels Clogged 


In a piece of copy headed, “Is 
your office blocked by a dictator?” 
Dictaphone dramatizes the work 
tie-up that results when Mabel, the 
pretty secretary, is in the boss’ of- 
fice, waiting to take dictation while 
he telephones. At the same time, 
the boys in the shipping room are 
killing time as a result of the “work 
drought”; the sales force stands 
around waiting to dictate, and Ma- 
bel’s typewriter remains idle. The 
theme is expanded in a_ booklet 
called “Danger, Nobody Working,” 
which is sent to executives return- 
ing the coupon. 

A different tack is employed in 
“How to meet the demands of a dic- 
tator,” in which an indirect appeal 
is made through the secretary. With 
the subhead, “A note to secretaries,” 
the copy asks: “How can he expect 
you to run in every time he buzzes 
for you?—At the same time do 
typing and filing and _ intercept 
phone calls?—Next time you’re in a 
hopeless jam and the Dictaphone 
salesman calls, ask the boss to see 
him. He'll explain how dictaphone 
helps executives get ideas on record 
instantly, easily, conveniently, with- 
out calling you. He'll show you 
how it allows you to get your work 
done on time without interruptions 
and staying after hours. Result: a 


PRINTIN 


There are a large number of concerns that 
render one type of service and do it well... 


* THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


504 SHERMAN STREET ° 
Telephone WABash 7820 


—__DAY AND NIGHT SERVICE 


CHICAGO 


bigger, better job for you by becom- 
ing the more valuable secretary you 
have always wanted to be.” 


Seen as Door-Opener 


According to reports from Dicta- 
phone salesmen, the bright new 
copy has created goodwill and 
helped to open doors for them. Offi- 
cials of the company believe the 
boost in coupon returns augurs well 
for increased sales since the coupon 
clippers for this type of product are 
generally interested and not mere 
booklet collectors. 

The campaign, which will con- 
tinue through the year, was pre- 
pared by McCann-Erickson. 


To Honor Cherington 


A testimonial dinner to Paul T. 
Cherington will be given April 25 
at the Ambassador Hotel, New York, 
by the New York chapter of the 
American Marketing Association, 
and the Market Research Council on 
the 30th anniversary of the first 
course in marketing at Harvard 
University. 


Mumford to “Monitor” 


Jim E. Mumford has resigned 
from the advertising department of 
A. P. Green Fire Brick Company 
to join the sales staff of The Chris- 
tian Science Monitor, Los Angeles. 


Chesterfield Takes 
Over Former Amos 
‘n’ Andy Air Time 


New York, April 20.—Taking over 
the time occupied by Amos ’n’ Andy 
for nearly a decade, Liggett & My- 
ers Tobacco Company will inaugu- 
rate a new Chesterfield series in 
June which will feature Fred War- 
ing and his band. The program will 
be heard five times a week from 7 
to 7:15 p. m. EST, over 82 stations 
of the Red network of the National 
Broadcasting Company. Newell- 
Emmett Company is the agency. 


Sponsors Tulip Broadcast 


For the third consecutive year, 
Holland Furnace Company will 
sponsor a description of the annual 
Tulip Festival held at Holland, 
Mich., where the company has its 
headquarters. Seventy-five sta- 
tions of the Columbia Broadcasting 
System will carry the program from 
2 to 2:30 p.m., May 13. Ruthrauff & 
Ryan handles the account. 


Knox on West Coast 


Starting April 21, Charles B. 
Knox Gelatine Company will begin 
a campaign on the Pacific coast by 
sponsoring Fletcher Wiley’s com- 


ments over seven stations of the 
CBS network every Friday. Two 
other Wiley shows, broadcast daily 
over Station KNX, Los Angeles, 
will also advertise Knox gelatine. 
Kenyon & Eckhardt is the agency. 


Dari-Rich on 33 Stations 


Bowey’s, Inc., on behalf of Dari- 
Rich products, inaugurates “Swing 
Newsical,” on June 4. The new pro- 
gram will be broadcast on 33 CBS 
stations on Sunday from 11 to 11:30 
a.m. Sorensen & Co. handles the 
account. 


New Program for Raleigh 


Brown & Williamson, for Raleigh 
tobacco, will launch “Uncle Walter’s 
Dog House” on May 2. The program 
will be heard on 62 stations of the 
Red network of NBC on Tuesday 
from 10:30 to 11 p. m. The con- 
tract, for one year, was placed 
through Russell M. Seeds Company. 


Substituted for Sanka 


Jell-O ice cream mix, replacing 
Sanka coffee, will be advertised by 
General Foods Corporation on “We, 
the People” when the renewal takes 
effect on May 23. Sixty-four CBS 
stations carry the program on Tues- 
day from 9 to 9:30 p.m. As a sum- 
mer replacement for the Jack Benny 
series, the company will present the 
“Aldrich Family” for Jell-O. 


The Knack 
of Selling Yourself 


Are You Interested in... 


Keeping yourself in the spotlight 

How to stay young the rest of your life 

Eight tips for successful public speaking 

Put up a front—and get away with it 

Quick approach to writing effectively 

The richness you are going to deliver 

Eleven ways to be an enthusiastic person 

Speak up for yourselfl—no one else will 

Exercises in creation, invention, production 

Creating an illusion of super-ability 

Learning to speak correctly 

How to develop a personality that clicks 

Be egotistic—and make them like it 

Approach—the art of making contacts 

Letters that uncover a world of friends 

The secret of being a good mixer 

Guts—how to carry a punch and use it 

When “ignorant nerve” comes in handy 

Compiling lists of worth-while connections 

How to get people to help you 

The price you put on your own head 

Eight main ways of selling yourself 

Developing a natural front 

The value of making yourself a nuisance 

How to get people to like you a lot 

Think straight—the basic rules of logic 

When to use “high pressure” tactics 

Getting others involved in your projects 

Making people do what you want them 
to do 

The invisible art of suggestion 

That air of assurance—how to cultivate it 

Calling people by their first names 

Marks of a high-keyed expensive employee 

Putting pep into your get-ahead plan 

Legitimate bribery—levices in opportunism 

Playing politics—the democratic attitude 

Be consistently selfish—it pays dividends 

Close range study of “big-shots” 

Making 100 important contacts in a year 

How to cultivate a radical streak that pays 

Why wait for dead men’s shoes? 

When to go over the other man’s head 

Simple practices in courtesy that pay 
dividends 

How to overcome fear in all its forms 

Keeping up with old friendships 

Making friends with the secretary 

Twenty ways to acquire a very good 
memory 

Making yourself indispensable to the boss 


Ways in which you CAN'T persuade 
people 
Boiling it all down to a formula that will 


work for you and help you to sell 
yourself. 


... aren't those the things you would 
like to know about? They are all in 
this new, different bookl 


Are you getting ahead as 
rapidly as you should? Why de 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
plain luck? 

No. It’s because these “lucky” 
people have learned the most 
important secret of personal 
success — the knack of selling 
themselves. 

You can’t sell merchandise 
these days just by building a 
better mousetrap than your 
neighbor. You’ve got to tell the 
world about that mousetrap. 
And neither can you get ahead 
as rapidly as you should by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you've got to sell 
yourself. 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills 
Novelty Company and interna- 
tionally known business psy- 
chologist, “The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.” He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 
buyer. He shows how little real 
ability counts if it isn’t sold 
right. 

“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 
arrived. It’s a book for ordinary 
folks about the biggest problem 
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Send me, postpaid, my copy of “The Knack of Selling 
Yourself,” by James T. Mangan. 
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they face—the knack of selling 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 
And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 
and suggestions on simple things 
to do. 

No previous book has taken 
up this primary human problem 
in such extensive detail. It 
charts a practical course for 
every man and woman who has 
latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 


Don’t wait for the breaks to 
come your way any longer. Make 
use of this entrancing, practical 
guide which will enable you to 
make your own breaks. Send 
back the coupon today. 


I enclose $2.50 in full 
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. . “The association, it is charged, 7 ° e ° 
Hes Complaint |e: ormestes ans'estabiisnea wni-| [Gex OL Retail Activity in mportant 
form finishing differentials and the 
® e respondent members have adopted 
on Price Control in and maintained them without re- Mar ets 
gard to the actual cost of finishing 
a a tal retail advertising volume in all in each ci 
Book Paper Field “The association also is alleged Based on total retail adve: g volume newspapers in each city. 
to have compiled and promulgated, . — — 
and the respondent members to (Copyright, 1939, by Advertising Publications, Inc.) 
(Continued from Page 1) have used, certain rules and regula- 
, tions dealing with the allocation 
arable to that of t - : : 
ei &. poe f the oil com and classification of grades, quota- l - - 
- . ‘el Z th i] . . |tions and sales, seconds, job lots, +20 | | | | 
Ounset tor me olf Companies ‘Nn |\ discontinued lines, and other so- | RETAIL ACTIVITY ‘nm 
that court battle, it was recalled, | called trade customs. It is alleged +15 but -_ MAJOR MARKETS 
pointed out that the practices which |tphat the regulations also include Sesbinonch aes Goes 
the government objected to had/subjects such as so-called unfair +10 a a 
been considered quite favorable|methods of competition and forms +5 veut 0 eae OOO 
during the NRA. and methods for reporting statistics wane | 
It is not expected, however, that | and filing prices.” vear PTE 
if the book paper controversy goes| The respondents are allowed 20 HWA al 
to the courts, that a similar de-|days in which to file an answer. = || ad 
fense will be made in view of the - du 
; ’ |PUBLISHERS, ADVERTISERS 10 TT 
reception given counsel for the oil WATCH PAPER ACTION iI 
companies on this argument. —0$ Tinh 
Additional charges included in| New York, April 20.—The Federal {ll| 
the FTC complaint are as follows: | Trade Commission’s charge against I 1 a 15 22 29 6 13 20 27 3 10 17 24 7 
“Regular meetings of association | the Book Paper Manufacturers As- —— — ~ ~ . - oo 
members are alleged to have been sociation is being watched closely JAN. APRIL MAY JUNE JULY 
held for discussion of trade and|here by magazine publishers, direct 
competitive conditions and _ for | mail advertisers, and printers. “dain % Get 
» : . ; - : : % n 
agreement upon and establishment Rg 4 ye: hema Sage bees 15-Week 15-Week 15-Week or Loss or Loss 
of trade policies to be followed and | Since 1933, although a reduction o Period Period Pericd 1939 1939 Week Week % Gain 
prices to be charged for the respon-|15 cents per hundred weight was Ended Ended Ended over over Ended Ended or 
in an : incre of magazine | fAkron, O. ............ 4,863,517 3,622,079 2,839,748 —41.6 —21.6 274,803 210,025 —23.6 
The respondents are alleged to | of aes — oa rg aged be eeeaeey 2,830,465 2,395,295 2,294,513 —189 —4.2 194,32 176,464 —9.2 
have divided the United States into | publishing, the price of paper Nas) aitoona, Pa. .........+ 2,013,283 1,540,910 1,595,048 —20.8 +3.5 104,468 97,804 —6.4 
four zones and to have maintained | been a serious problem to publish-} Atlanta, Ga. .......... 4,399,038 4,323,886 4,788,392 +8.9 +10.7 341,474 336,308 —1.5 
identical zoning systems fixing by ers for some time. Baltimore, Md. .....-+: 6,527,147 6,337,361 6,054,880 —7.2 —4.5 479,983 453,140 —5.6 
mutual agreement uniform San National Publishers Association, Birmingham, Ala. ..... 3,592,176 3,580,668 3,657,458 +1.5 + 2.1 276,850 265,076 —4.3 
- , reno ge gee Direct Mail Advertising Association | Bostom. Mass. ......... 5,911,569 5,411,998 5,457,067 —1.7 866 +68 435,549 376,397 —13.6 
ered or ase prices or their . ‘ t . »| Bridgeport, Conn. ..... 2,703,540 2,550,492 2,628,608 —3.8 +3.1 200,312 180,428 —99 
papers in Zone 1. These prices, it| and New York Employing Printers| Buffalo, N. Y........... 5,078,318 4,700,472 4,238,808 —16.5 —9.8 365,246 332,682 —8.9 
is alleged, have been increased by Association are the groups most in-| Camden, N. J........... 1,141,345 1,071,352 1,056,302 —7.5 —1.4 83,494 76,314 —6.8 { 
20 cents i Zon 2 ents s terested in the case. NPA maintains Cedar Rapids, Ia....... 1,445,220 1,311,870 1,339,434 7.3 +-2.1 106,470 108,430 +1.8 
eo 60. a ay rs ‘s : - — a committee on paper, headed by | Charleston, W. Va...... 3,097,661 3,143,804 2°900,107 —4 —7.8 276,843 203,847 —26.4 
, and 60 cents in Zone 4, so that | ¢ talents Be Y | Chattanooga, Tenn. 1,799,419 1,738,807 2,149,413 $19.5 +23.6 149,118 159,151 = +6.7 
the price is the same to all pur-| Guy L. Harrington of Macfadden| chicago, Ml. .......... 9,774,057 9,277,203 8,424,799 —138  —9.2 780,919 623,027 —20.2 
chasers in each respective zone re- Publications, which has been watch- | Cincinnati, O. ......... 4,999,426 4,516,846 4,594,308 —8.1 +1.7 354,013 330,849 —6.6 
gardless of their location therein or ing the progress of the FTC investi- iy ee 4 (eaedeens ryote aan tte paeneas —18.1 —8.6 363,001 365,966 + 0.8 
ri : Es ere 4,071,024 3,682,77 a ,398 —6.6 +3.2 284,212 268,767 —5.4 
of the location of the respondent gation for more than a year. Dallas, Tex. .......... 6,172,119 6,084,237 6,029,760 —23 —0.9 460,514 409,863 —11.0 
member making the sale. Hope for Lower Prices Davenport, Ia. ........ 2,780,658 2,765,948 2,566,514 —7.7 —7.2 211,456 249,354 +17.9 
; ; Pe 4,413,788 3,827,442 3,730,722 —15.5 —2.5 286,258 275,156 —3.9 
—| Publishers, mail advertisers, and| Denver, Colo. .......-. 2,870,765 2,592,974 2,530,105 —i.? —2.2 196,776 178,266 —t.A 
asec || printers are wary of comment, but| Des Moines, Ia........ 1,890,070 1,905,151 1,841,956 —2.6 —3.3 146,934 130,295 —11.3 
admit tha : | Detroit, Mich. ......... 6,420,124 5,184,618 5,625,801 —12.4 +8.5 396,821 443,835 +118 
IDEAS... \| ® . Foes & they prowaliy will be i! ci Pass, Tex..........- 2950,385 2,995,737 2'875,194 —26 —40 222,082 201,138 —9.4 
LAYOUTS ... I've created them for || a bever position to obtain lower| frie, Pa, ............. 2,447,978 2,610,660 2,672,530 +9.2 +2.4 325,766 182,210 —44.1 
Printers and et Ad A “ow t | prices for paper if the FTC charge Fall River, Mass....... 1,004,923 911,590 948,421 —5.6 +4.0 73,898 69,427 —6.1 
help you with your idea problems? ||| 18 Sustained. It is considered likely | Flint, Mich. .......... 2,414,258 2,097,438 2,334,674 —3.3 +113 135,674 168,336 +24.1 
: that representatives of the paper| Fort Wayne, Ind....... 3,415,510 3,012,170 2,962,253 —13.3 —1,7 240,226 225,757 —é6.0 
Fred L. Grawe Studios | b P = thn Gated / te sie P ¢| Gary, Ind. ...... 0.0.0, 2,027,546 1,540,850 1,537,059 —242 —0.3 21.865 107.563 —11.1 
750 NW. Michigan - Sup. 9528 - Chicago — uyers Wl © called to testily at) Grand Rapids, Mich.... 3,039,344 2,505,650 2,461,516 —19.0 —1.8 210,364 172,186 —18.2 
a —________]}! some of the FTC hearings. Greenville, S. G......-. 1,904,729 1,780,333 1,800,136 —s—SC 155,574 120,197 22.1 
a Houston, Tex. ........ 4,532,402 4,575,338 4,551,462 +0.4 —0.5 401,148 336,476 —16.1 
Indianapolis, Ind. ..... 5,223,218 4,542,984 4,491,688 —14.0 —1.1 384,314 350,364 —8.§ 
Jacksonville, Fla, ..... 2,578,086 2,473,697 2,544,962 —1,3 +2.8 196,602 171,094 —13.( 
Jersey City, N. J...... 673,490 590,718 583,218 —13.4 —1.3 50,666 39,425 —22.2 
Kansas City, Kans..... 748,531 748,447 719,187 —3.9 —3.9 60,690 43,743 —27.3 
Knoxville, Tenn. ...... 2,800,294 2,981,146 2,979,996 +6.4 ia 210,420 195,258 —7.! 
Little Rock, Ark....... 2,668,932 2,558,586 2,513,028 —5.9 —1.8 202,818 174,118 —14.2 
Los Angeles, Cal....... 7,306,638 6,650,061 7,246,303 —0.8 +9.0 516,873 491,556 —4.9 
Louisville, Ky. ........ 4,222,409 4,105,794 4,016,754 —4,9 —2.2 327,086 301,178 —7.9 
[PE so escsuces 2,792,440 2,301,544 2,335,174 —16.4 +1.5 181,454 190,414 +45 
Manchester, N. H....... 966,296 1,120,858 1,091,602 +13.0 —2.6 79,028 89,482 +13.2 
Memphis, Tenn. ....... 3,277,934 3,171,686 3,297,518 -0.6 +4.0 289,436 223,608 —22.8 
ttMilwaukee, Wis. 5,134,124 4,374,510 4,214,421 —17.9 —3.7 334,945 298,683 —10.8 
Minneapolis, Minn. 4,370,161 3,874,728 3,920,913 —10.3 +1.2 287,185 286,110 —0.7 
Moline-Rock Island ... 2,509,654 2,522,226 2,249,380 —10.4 —108 216,034 197,568 —8.6 
New Bedford, Mass..... 963,452 897,960 851,634 —11.6 —6.2 67,200 59,472 —11.5 
New Haven, Conn...... 2,742,088 2,582,440 2,556,862 —6.7 —1.0 180,446 166,726 —7, 
New Orleans, La....... 5,783,968 5,285,370 5,525,777 —4.5 +4.5 358,252 401,685 +4121 
tNew York, N. Y....... 19,669,470 17,518,876 16,920,474 —14.0 —2.9 1,320,403 1,231,630 —6.7 
tBrooklyn, N. Y........ 2,075,529 1,531,715 1,187,117 —42.8 —22.5 134,455 $4,276 —37.3 
Se, eee 2,593,052 2,610,244 2,678,746 +3.3 2.6 197,302 195,678 —0.8 
oe i: 2,212,781 2,118,114 2,197,242 —0.7 +3.7 153,780 139,767 —$.1 
+tOklahoma City, Okla.. 3,325,014 3,374,364 2,716,042 —18.3 —19.5 263,718 147,952 —43.9 
i rrr 3,290,385 2,894,406 2,051,308 —7.3 +5.4 210,290 215,499 +25 
Philadelphia, Pa. ...... 8,982,934 7,796,871 7,998,223 —11.0 +2.6 526,920 539,899 +25 | 
Phoenix, Ariz. ........ 2,126,208 2,385,626 2,142,882 +0.8 —10.2 262,988 157,220 —10. 
Pittsburgh, Pa. ....... 7,549,626 6,193,138 5,819,122 —22.9 —6.0 452,914 454,482 +05 Bi 
Portland, Ore. ........ 3,537,972 3,237,072 583,505 +1.3 +10.7 282,254 294,070 +4. 8 
Reading, Pa, .......... 3,104,514 2,800,143 2,776,721 —10.6 —~§,8 199,836 182,766 —s.i Bl 
***Richmond, Va....... 3,650,430 3,488,212 ceeece oe cee a @=6© 2=— So aebeae eee 
§Rochester, N. Y....... 5,331,422 4,106,565 4,228,120 =—$0.7 +3.0 307,310 284,525 —T4 By 
° . Sacramento, Cal. ...... 2,424,387 2,169,602 2,247,450 3.2 +8.2 174,608 177,394 +16 BY 
It was inevitable that San Antonio, Tex....... 1:939.224 1:773,501 046.406 455 +15.4 135.960 145.025 +6.1 
Toronto should become San Diego, Cal......... 4,130,626 3,513,570 3,489,706 —15.5 —0.7 264,502 228,830 —13. 
Pm r San Francisco, Cal..... 4,668,560 4,476,088 4,714,404 +1.0 +5.3 327,933 95,165 —10. 
Canada’s richest market. Seattle, Wash. ........ 3,022,018 2,623,920 3,062,514 +1.3 416.7 194,894 234,924 +20 
**South Bend, Ind...... 2,780,083 2,048,135 1,551,193 —44.2 —24.3 172,800 104,885 —39 
, c P ‘ : §§Spokane, Wash. ..... 2,174,256 2,100,826 1,963,346 —9.7 —6.6 156.800 108,948 —30 
: Because of its geographic location, Toronto ee OE ree 5,706,285 5,279,945 5,200,145 —=§.9 an$.5 378/010 378.580 +02 
—in the early days called Fort Rouille—was ISL Paul Mint 3502 B24 Wiiarr RTIN TT. — — oe sa =a ii 
1 t adin place b Indian de ° z _ 4 in Bsusees Os <,99 655,34 200 51,575 17.6 == 19.0 254,636 226,735 —_ —- 
found to be a natural tr 4 y Syracuse, N. Y......... 3,385,482 2,976,055 3,465,952 +24 +165 243,047 285,600 £17. 
a trappers and white traders. Its progress *Tacoma, Wash. ...... 1,894,72 1,672,468 1,724,478 —9.0 +3.1 130,508 119,238 —8.6 
since then to top position among the markets DR, Fis isisvsacsss 1,820,396 1,793,932 1,895,558 +41 +5.7 136,178 115,612 —15.! 
a of Canada has been uninterrupted. Wealth Toronto, Ont., Can..... 6,149,947 5,114,447 4,803,528 —21.9 —6,1 402,381 325,900 —19.0 
| from the development of natural resources he Tie Zar eg 1,222,326 1.106.182 1,142,640 oni. +3.3 108.934 91.994 —15.6 ‘ 
poured into this centre and people followed Tulsa, eee 2,749,312 2,619,394 2,557,716 —7.0 -~—2.4 218,078 176,778 —18.9 
: as a matter of course, until, today, one sixth Washington, D. C....... 10,684,987 9,650,561 9,512,047 —11.0 —1.4 761,158 622,143 —18.! 
. of all the people in Canada live within a ifWorcester, Mass. ... 3,335,671 3,231,503 2,965,345 11.1 —8.2 270,000 209,646 —22.4 
1 nae mages Pn Ccadend ilies of Tacehe ail Youngstown, O. ....... 2,670,531 2,287,509 2,030,847 —24.0 —11.2 55,182 138,733 —10.6 Bet 
these people possess one-third of the TOUR sascccsccccsses 301,470,035 274,437,837 271,102,174 —10.1 1.2 21,397,662 19,428,112 a o 
Dominion’s buying power. Three generations 
of them have been readers of The Evening fAkron Times-Press discontinued Aug. 28, 1938. ' 
Telegram and have used its advertising *New York American discontinued June 24, 1937. 
. J : tBrooklyn Times-Union discontinued June 8, 1937. 
columns as their buying guide. Undoubtedly §Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 
“” ” **News-Times discontinued Dec. 28, 1938. 
: J TORONTO 1S A TELEGRAM CITY ttMilwaukee News discontinued Jan. 14, 1939. 
a a t+Oklahoma News discontinued Feb. 24, 1939. 
: = *TWorcester Post discontinued Oct. 1, 1938. | 
- 7 ~ §$Spokane Press discontinued March 18, 1939. 
4 | HE EVENING ELEGRAM ***Linage for current week not received. All figures deducted from total. 
i — - tt7St. Paul Daily News discontinued April 30, 1938. 
Largest Classified Linage in Canada - aie x . — 
TORONTO CARADA Agency Moves 
, : : > t . , 
New York: Bae A. Conel ee ae Roeding & Arnold, New York 
agency, has moved to larger quarters 
i at 369 Lexington avenue. 
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Auto Dealers Seek i eb als vi 
Pages Lines Pages Lines 
. a ® COMBBTOR TRGGRS FOCPRGs oc cccccccscccecceccsensscees 45.1 31,582 52.1 6,457 
CamaGianm Homes & GarGens. .cccccccccccvcccccccccese 45.3 30,450 46.4 31,150 
o1ice in a in PE, DE 6566064600 06606004000000006000006 27.0 11,573 16.4 11,462 
CORI®. 6606066046 0060565666590464004600600 60 dE C1 OO 43.7 30,587 48.2 33,72 
TRUE § 6b b64 060d 060004 0466.66 CODERS SCRMOS CO Kee SONOOES 22.8 9,769 25.6 10,991 
es 8 . Maclean's MAGASIME 2ccccccccccccccccccccccscesseece 64.0 44,783 69.3 48,504 
BERTON 6.065 6.00 5640006060565 6066000500069086000000008 65.3 43,875 64.8 43,557 
Advertising Policy National Heme MoemtRly.«.ccccccccccccccccsccccccecee 35.2 24,661 34.0 23,799 
TOC GOED bcincdicdnn sha ten bdekucessesaekcauans ° 217,511 228,642 
(Continued from Page 1) Commercial Display in Canadian Farm Papers _ 
used cars according to the best Pages Lines Pages Lines 
: 9 Country Guide & Nor’-West Farmer..............s6+: 31.2 22,438 25.0 18,025 
judgment of each. 


Every fair trade contract, he said, 


‘Family Herald & Weekly Star 
Eastern Edition 


ids wasted Gea deeuereeeuesKeeene > 54.8 43,808 58.9 47,149 
- ; ee 5. 4 ceveGwasbewseeaeene es 43.3 34,604 45.4 36,291 
The rates for this department are as fellows: should contain a clause defining the| tne rarmer’s Magazine...........-......---. see eee 32.8 22,978 26.8 18,767 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted.” and| method of determining the cash| ‘Free Press Prairie Farmer...........:.ccseceeeseeues 37 41,176 41.3 45,474 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms| _ : i TT er eee ae 16.6 {18,961 
cash with order. value of any car taken in trade. He Rea oy sated -. 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 fa. contended, however, that the used a PE Y Seer Terry Tree er rT Terre rT Ter re 45,416 36,792 
$4.75 per inch. Write for descriptive folder describing discounts for term| — . . . 
insertions. car business is far from being the *Page size now 429 instead of 700 as in 1938. 
stepchild it has been pictured, but +Weekly—March linage shown, not included in total. 
on the contrary can be as profitable somite issues included. 
OSITIONS WANTED HELP WANTED : ivive tssues. 
— : - - - — EDEMA GOMeCREDIE bs as new cars. Used car departments —— 
Liquor marketing, distribution, mer- | E) SRIENC y F ¥y te sn eaeas 
chindising are high-lights of the| midwestern office of large national have been liabilities heretofore, he C d M . D. G. ECKSTEIN PASSES 
ver-all picture of liquor advertising. |agency. Give complete outline of ad- | said, chiefly because they have been anaad agazine 
Contact Box 1723, ADVERTISING | vertising education, training and ex- 


AGE, for a mutually beneficial con- 
nection, 


ART DURST, eA TOUS MAN 
2 


Experience with 3 large Agencies 
Box 1724, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


Space salesman, 16 years experience 
business papers, both merchandising 


perience, present position, wo avail- 
able, salary expected, age, 
Box 1728, ADVERTISING GE, Chgo. 


Advertising salesman with real ex- 
perience and success in selling space 
in hardware trade papers. Please give 
full particulars. 

Box 1731, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 


ART WORK:—Any cartoon, illustra- 


a shield for price cutting. 

Carl R. Heussy, executive secre- 
tary, Washington Automotive Trade 
Association, also said that exorbi- 
tant allowances for used cars have 
plunged the Pacific Coast trade into 
a price war. He blamed “too many 
dealers” for most of the troubles on 
the Coast and demanded that manu- 


Linage Declines 
4.9% in April 


Chicago, April 19. — Seven major 
Canadian magazines reported an 
April linage total of 217,511 to Ap- 
VERTISING AGE today, a decline of 


New York, April 18.—David G. 
Eckstein, for the past six years a 
member of the advertising staff of 
Thomas’ Register and _ Industrial 
Equipment News, died in Washing- 
ton last week of a heart attack. He 
was 44 years old. He was formerly 
with Reuben H. Donnelly Corpora- 
tion as manager of New York tele- 


4.9 per cent from the 228,642 lines 
tion, comic strip, $1, panel. Ideas. P i j ~ oore phone red book sales. 

In and engineering. =e Eastern con- | Jones, 906 N. Morris, Bloomington, Ill. facturers take steps to rectify this shown by these publications for the 

tacts. Best reference on, ». y.| == situation. This conclusion, he said, same month in 1938. This compares —_— 
! y == ———————— —— . ° ° ° ° 
-. Box 1725, ADVERTISING A STOCK CUTS is not his, but that of an arbitration| ith a decline of 10.4 per cent in | BOYCE DEAD 
+ : " . |LITTLE BLACK AND WHITE CUTS i i " : . ; 
ny DL UTHOGRAP HERS —- Mepresentation | inexpensive) add tip and verve £0l month study in Seattle. Unioniza-| March linage. Loe Angin, Apeil 18--Punscal 
5.4 offering able for the Detroit. terri. | text for small ads., circulars, letters, | 7 y The two Canadian farm papers | services for Ralph S. M. Boyce, 64, 
1.5 now available for the I announcements, house organs, blot- | t f ] en h lso com- 
5 6 tory. Opportunity for large reputable ton on teed fear Gnitaee ar Siceteds thn simmmihen ms on reporting April linage registered a| pioneer West Coast advertising 
3 lithographer “Tislave ete. Btraiaht pers, 283-f E. Spring St. Columbus, Pp ’ total gain of 23.4 per cent over | executive, were held here last week. 
3.6 e« mmission basis Recarea aGB. Chee. Says Prices Vary 1938, the current linage being 45,-|Mr. Boyce became special repre- 
t4 , SPECIAL SERVICES Chi, tote sen bine 416, as compared with 36,792 last | sentative in California for Curtis 
6.8 FD REPRESENTATIVE WANTED IT ISN'T DONE WITH MIRRORS! | impaired public confidence, John E year. Only one of the three farm Publishing Company in 1913, and 
so = enor proemomerr er my aag e— —but photo-offset DOES eliminate ex- tie Dikeie dunia told the po papers reporting March linage—the | in 1920 joined Pacific Railways Ad- 
0.4 TE eo and Milwaukee territory wanted | 2°2Sive engravings and typesetting. _ Me 41,| Western Producer—was able to|vertising Company, where he re- 
6.7 » ro 3 > li- |Reproduces anything previous!ly| vention, and the last vestige of faith | . oy ‘ : p 

for West Coast monthly trade pub inted. and at what @ savings! show a gain over 1938 figures. mained for 14 years. 
0.2 cation. Commission basis, Experi- | printed, and a &: has been expunged by the develop- iis Aa 
-6.6 ence and reference require Ideal for all types of illustrated sales t of the Secien of vntiahil. Three magazines among the 
53 Box 1729, ADVERTISING AGE, Chgo. | letters, promotional literature, dealer | Ment O same rtactor monthlies showed gains. These 
5.4 tae omy t manuals, reprints, /ity in new car quotations. Some were the Canadian Magazine, Ma 
11.0 onsen nent niaggeo nc ote 1c this newest process standard method of fixing trade-in fair and National Home Monthly. SEED INDUSTRY PROSPERS 
17.9 |) \avertising Copywriter (woman) for | you are not penalized on short runs.| Values provides the only hope of Fi d - 
-3.9 ) Chicago Advertising Agency. Un-|And another thing, you are not| salvation, he asserted. _ Figures and page totals for the Reader survey shows Seed World 
7 4 ual opportunity. Part copy writing | limited to just a few sizes, because : individual magazines are shown in offers advertisers an annual 

: ind part secretarial. Give complete | we can furnish up to 41”x54”. Another factor, according to 
inforn — age, experience, educa- 500 COPIES (8%x11”) $2.63 


a |i 
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tion, sala 
Box 1726, XDVERTISING AGE, Chgo. 


Additional hundred copies only 22c 
Quantity buyers receive even lower 
prices. 
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David E. Castles, St. Louis dealer, 
is competition from small town deal- 


Roy Winsor has left the produc- 
tion department of National Broad- 
casting Company to join Leo Burnett 
Company, Chicago. He will direct 
the new Kaltenborn series, spon- 
sored by Pure Oil Company, to take 


the accompanying table. 


D. P. COTTON DIES 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 


ers whose overhead is only a frac- ee wine, — and other oo ae ae 
—61 TD Ae ver ing eee eveloning ta no | Write for instructive Manual— | tion of that borne by metropolitan] Chicago, April 18—Donald P.| {hd suburbanite customers. ““T™*F 
wy S sition of Adv. Mgr. Good sales letter no obligation. retailers. Cotton, 42, former member of the] We will gladly give you an analysis of this 
Tht Up mitten, Under ab: "Give complete de- | Laurel Process, 480 Canal Sto N.C. tn open territories,” said he, “the| financial advertising department of] tld s+ anoles to Jour business 
18.5 gion, salary expected. (Confidential. | Area, a Arained salesman will call on| small town dealer, sometimes oper-| the Chicago Tribune, died last night 
Ht Box 1727, ADVERTISING AGE, N. Y.! request. Just phone WAlker 5-0526.| 11.5 Vithout any establishment at| of a heart attack. Mr. Cotton was 
-16.1 — r . P : ; . 
pe all, is given license to poach in the| a brother of Willard R. Cotton, ad- . a 
ry | @| city, where dealers maintain the | vertising manager, Automotive Daily Published every other Friday 
22.1 - prestige of the car with expensive | News, Detroit. 223 W. Jackson Blvd. Chicago, Ill. 
-27.$ showrooms and lavish advertising — — a 
‘aaa : @| and sales promotion activities. 
=e Dear Al: “By reason of low overhead or 
— ; @llack of sales expense, the small 
+45 While you are pe rfectly e| dealer can out trade his city brother. 
a ey In the present replacement market, 
“305 welcome to read and use my copy of @|the trading ratio has reached as 
axl,9 P high as 2.9 to 1 in metropolitan 
=i ADVERTISING AGE, I do believe you bd areas. That means that three used 
-_— er. 
ui P P @/| cars have to be handled and sold for 
Aer would find it worth while to have each new car. The gross profit on 
onal? @! the single new car sale must cover 
<i your own copy every week so that @| the expenses of all four transactions 
~~ and absorb the losses on the three 
arty you could read the news while it Ole ae 
+25 . Mr. Castles said that the key to 
"$2.5 is hot. . the problem is more expertness in 
—10.! Jim. @| appraising and buying used cars. 
+0.! Th 
+4! . ere are plenty of schools of sales- 
aud manship in the automotive field, he 
ve P.S. Here’sa coupon that makes @/ pointed out, while what seems to be 
rey e needed is a school in buymanship. 
+61! it easy to subscribe—just fill wren 
—135 ; ; ®| Rohrabaugh Joins 
rey it out, pin on your check, and e|Ward Wheelock 
—— send it in It costs less than . C. M. Rohrabaugh Company, Phil- 
40 e adelphia, will be dissolved April 30, 
=i = when Mr. Rohrabaugh joins Ward 
417.5 Ag a week a real buy as e Wheelock Company, Philadelphia. 
—8.6 The Keebler-Weyl Baking Com- 
—its @| pany account, formerly handled by 
ae Rohrabaugh, has been placed with 
Tag ‘eeoeoee@eeeeeeee @&@ © & & C&C @ 8) Geare-Marston. Wheatena Corpora- 
983 tion, another former Rohrabaugh 
_22.4 8 ° P client, has not yet reached a deci- 
o2 I enclose $2 (cash, check or money-order) for which send Wi 
—— me the National Newspaper of Advertising for one year. insor to Burnett 


Lady! Lady! Have a Heart!! 
I’S not our fault. A big phone company EYE CATCH sub- 


scriber wrote in, “Give us a woman shouting into her telephone. 
Mad! Sore as a boil! We can't find one anywhere.” 


We ask you, 


the air April 30. 


Edwards Joins Bernheim 
O. P. Edwards, formerly district 
manager of Frankfort Distilleries in 
BOSS SHCSEESCOHSSCSESCS HOSE HOH HOSOEHSTECHHERHEC LOSE EES California, has been appointed head 
of the newly created sales promo- 
el Se ceaMesEURse EN EIU TERS Kh in ns 4odscaseniarervancs tion division of Bernheim Distilling 
Pr i 6 eee Company, Louisville, to direct field 
activity for I. W. Harper whisky. 


are we to blame? 


EYE*CATCHERS is doing a real job for advertisers. 
seen the new May proof book? 118 subjects. 
Print Plan $5 per month on subscription. 


Write now on your letterhead for FREE proof book. No obligations. 


EYE*CATCHERS, Inc, MU. 5-1742, 10 E. 38th St, New York 
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Southern Peach 


Growers Join for 
$60,000 Drive 


Columbia, S. C., April 19.—Latest 
entry into the field of cooperative 
marketing groups organized is the 
Georgia-Carolinas Peach Marketing 
Board, now being formed here by 
growers from three states. 

Funds for a newspaper advertis- 
ing campaign will be raised through 
contributions of one cent per bushel 
on about 90 per cent of the tonnage 
produced in the three states. The 
budget for the first year’s promotion 
is expected to reach $60,000. 

Brooke, Smith, French & Dor- 


rance, of New York, has been re- 


tained as agency. According to 
Sturges Dorrance, president, adver- 
tising will be concentrated in the 33 
terminal markets east of the Mis- 
sissippi. Grocery papers will also 
be used. 

A series of meetings during the 
next few days will be held to deter- 
mine the budget and details of the 
drive. Advertising is expected to 
start in mid-May and continue for 
about three months. A trademark 
has already been drawn up to use 
on packages and in advertising copy. 

Chain stores, and a number of 
food trade associations, have prom- 
ised to support the marketing effort. 
About 60 per cent of the country’s 
fresh peaches shipped by train and 
truck are grown in Georgia, North 
Carolina, and South Carolina. 


BUSINESS is still climbing 


Roosevelt Resigns as 
Hearst Radio Head 


Elliott Roosevelt has resigned as 
president and director of Hearst 
Radio, Inc. Thomas J. White, vice- 
president, will serve as head of the 
organization until the next meeting 
of the board of directors. 

Mr. Roosevelt remains president 
of the Texas State Network. 


Health Week to Kiernan 


Advertising of National Accident 
and Health Insurance Week, April 
24-29, sponsored by the New York 
Accident and Health Week Com- 
mittee, will be directed by Frank 
Kiernan & Co., New York. Insur- 
ance business papers, posters and a 
one-day exhibit at the Hall of Spe- 
cial Events, New York World’s Fair, 
will be used. 


Plan Daily at Fair 


L. T. Maloney, president of Pat- 
mal Programs Inc., New York, plans 
publication of Today at the Fair, an 
eight-page tabloid paper which will 
be the only official daily program 
issued at the New York World’s 
Fair. The paper will sell for five 
cents and will contain news and pic- 
tures of special events at the ex- 
position. Exhibitors’ advertising 
will be carried. 


Thompson Joins Edwards 


Jack B. Thompson has been ap- 
pointed advertising manager of 
J. Edwards & Co., Phiadelphia, man- 
ufacturer of Edwards Junior foot- 
wear. Mr. Thompson was formerly 
with John Gilbert Craig, Advertis- 
ing, Wilmington, and James G. 
Lamb Company, Philadelphia. 


in aviation—with the dollar volume for 1939 


expected to exceed by several times 1938's all time high of $140,000,000! 


And AERO DIGEST, leading aerenautical business magazine, is climbing right 


of 1,648 subscriptions over the six months’ average for the period ending 


December 31st, 1938. Total paid circulation of the March issue is esti- 


mated* at better than 37.000. AERO DIGEST, an A. B.C. 


publication, 515 


*Newsstand returns 
incomplete at time 
of writing. 


Madison Avenue, New York, N. Y. Additional details promptly on request. 


Entries Pour in 
As Competition 
for Students Ends 


Chicago,, April 20.— With the 
final deadline for the submission of 
entries in the fourth annual Ap- 
VERTISING AGE student essay contest 
set at midnight, April 23, entries 
rolled in in increasing numbers 
this week, indicating that records 
of previous years will be shattered 
when complete returns are avail- 
able. 

Evidences of further successful 
local tie-up contests were also re- 
ported, one notable example being 
that of the Peoria, Ill., Advertising 
and Selling Club, which conducted 
a local contest in cooperation with 
the Peoria Journal-Transcript. 

Submitting more than 100 essays 
for judging in the national competi- 
tion, Wm. H. Kinsall, manager of 
the publicity department of Altor- 
fer Bros. Company, who directed 
the work of the Peoria club, re- 
ported that “we were really sur- 
prised by the fine response given 
the contest, due to the promotion of 
the Journal-Transcript in the short 
space that we had after it was de- 
cided to hold it locally. This, too, 
in view of the fact that the Journal- 
Transcript had just completed a big 
six-week ad writing contest, of 
which there was likely to be some 
confusion following.” 


To Begin Judging 


Most of the entries submitted in 
local tie-up contests will not reach 
ADVERTISING AGE until next week, 
since they must be judged locally 
before being sent on, and the bulk 
of entries submitted directly to Ap- 
VERTISING AGE will also arrive in 
the two days after the closing date, 
previous experience indicates. 

Judging of the thousands of 
essays submitted will be begun im- 
mediately after the contest closes, 
so that the awards jury may make 
its final selection of the 26 national 
winners in ample time for an- 
nouncement of these winners at the 
Advertising Federation of America 
meeting in June. 


plus two all-expense trips to the 
AFA convention in New York, will 
be awarded by ADVERTISING AGE in 
the competition, which calls for 
essays of not more than 1,000 words 
on “How Advertising Benefits the 
Consumer.” Entries are limited to 
high school and college students in 
the United States and Canada. 


Soudant Quits Townsend 


send & Townsend Inc., New York, 
since its formation, and vice-presi- 
dent of Townsend Advertising Re- 
search Institute, will resign from 
both organizations May 15. He has 
not revealed future plans. 


Boost Sates! 
RADIOS 


ARE “TOPS” IN PREMIUMS 


THE NEW 


CARRYABOUT 
PLAYS ANYWHERE 


New Low Price! 


@ No aerial, ground or ‘house 


® No 

@ Coast-to-coast reception. 

® For vacations, boating, etc. 
@ Extremely compact, light weig™' 
Waterproof Airplane Luggage (45 


Phone - Write - Wire 


_D. A. PACHTER CO. — 
Merchandise Mart. Chicag° 


National Premium Representatives 


: 
j 


L. M. Soudant, secretary of Town- — 


A total of $1,000 in cash prizes 


- 
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SHOP THE WEEK NEW SENSATION 
UNCLE con HELPS SPREAD ante asad COPY APPROACH HITS TOW 


Smokers flock 
to Waitt & Bond 
Yankee...the fine — 
all-Havana-filled — 
cigar for only 
five cents! 


WERE'S A HONEY FOR YouR 
MONEY! The thrill of your life in 
2 five-cent ciger.Waitt & Band Yan- 
kee is the mame. And it's Gtled from 
tip co tip with fine mild, metiow Hts - 


oF a vane tobacco. The taste aays lusury. 
me the aromas says lusury. the price 


aays come and get tt! So make a bee 
tine & the nearest cigar counter 
Get aboard the Yankee band-wag- 
on... 20d light up! 


This adv ertiocment appeared im 
Beramens Work, Neweneck aad Time Magazine 


—— 


| Hew to meet the demands “ oe 


Lenten to Framkie Princ ith tat mimesr 
sport, results Venene Mecwoth oP 


/ Sas 


$ 
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Big Welcome for New Cigar Value... sne no wonser! 
Look at the quality tha! has been packed into (bis cigar thet calls for only Gve conta! 
Now every smoker can afford the luxury of 2 fine all Havane-fitled cigar. Once you try 
aWettc & Bond Yankee you li never be entinfied again with ordinary bre-comt cigars 


Students at Roosevelt High School, St. Louis, eagerly absorb the advertising 

instruction made possible by special federal educational grants in cooperation 

with state authorities. Sherman Ramey is the instructor of this class. (Story on 
Page 2). 


CONTINENTAL ATMOSPHERE FOR BEER COPY 
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“ Old World \_creeereaaiereree | | 
in fs Announcement copy for Waitt & Bond's new five cent cigar has been released in 
ate, | Dictaphone Sales Corporation adopts the New England newspapers, eee to a = rom gr — oe 
continuity technique in this magazine Americanism are combined in this copy, which features the all-Havana filler. 
of copy. (Story on Page 26.) Batten, Barton, Durstine & Osborn, New York, is the agency. 
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Famous “Old World” inns are reproduced in newspaper advertising of G. 


re, == eset 
SEE YOUR NEAREST PACKARD DEALER 
Heileman Brewing Company to build a background of quality and good flavor. 


The campaign is to run in 150 Midwestern dailies. (Story on Page 21.) Youthful enthusiasm over Packard's a hea he wed F echocet ng ooh wormay created by Young & Rubicam, and 


EXPERTS CAST THEIR EYES OVER COPY ENTRIES MONTHLY PHOTOGRAPHIC HONORS AWARDED 
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April “prints of the month” by members of the Chicago Society of Pho- 

tographic Illustrators, selected by the Art Directors Club. In the black and 

white division, the Jos. Schlitz Brewing Company illustration, by A. George 

Miller, for Needham, Louis & Brorby. The color photograph, by John Paul 

Pennebaker, Underwood & Underwood, for Heinz Company, through 
Maxon, Inc. 


Ne judges discuss newspaper copy entries submitted in the annus! contest spon- 
ered on the West Coast by the Gas Appliance Society. Left to right: John 
Wenham, Tide Water Associated Oil Company: Jack Crossley, Crossley & Ham, 
Srtland, Ore.; J. N. Downer, Standard Oil Company: and Jeanne Burton, 
L. D. McLean Company. 
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ADVERTISING AGE April 24, 1939 


fr hrcbayr willl aolegies 
es ib as sinplt 


A Brano-New Test OF 
Newspaper “READER-POWER”™ 


*Evolved out of "'red-hot'’ unprecedented condi- 
tions of the times—sky-rocketing publishing costs 
of newsprint paper and other materials...labor... 
everything entering into newspaper making. 


THE DALLAS MORNING NEWS 
did this when it raised its rates 
to subscribers October 1, 1937. 


i. 


Has the Newspaper 
passed on to its sub- 
scribers their equitable 
share of increased 
publishing costs? 


” 


Did the Newspaper 
win public acceptance 
of this increase of 


' circulation rates? 
—What was the per- 


THE NEWS was the only paper in Dallas so to do and 
to be able to ‘‘make it stick’’——thanks to the readers’ 
support. 
Yes—we took a loss, the usual first reaction to a rate increase—but 
less than the loss we had anticipated. Between 6°/, and 9°/,—-s0 low 4 
as to occasion inquiries from a number of fellow publishers over the Is 
country, AS TO HOW WE DID IT! ' 


centage of loss? 


By the end of 1938, The News’ circulation was coming along rapidly. On 
the basis of our March, 1939, records we were able to say that we had not 
only wiped out the drop occasioned by the circulation rate increase, but 
that we had also reached the highest peak in our history—and don’t for- 
get that this institution has been publishing newspapers in Texas for nearly 
a century. For all this, thanks to public appreciation of The News’ 
EXTRA VALUES! 


3. 


Has the Newspaper, 
in a reasonable period, 
made a substantial “come- 
back” in regaining cir- 
culation losses? 


The resulting more-equitable distribution of publishing costs between sub- 
scribers and advertisers has enabled The News to add outstanding im- 
provements of content and service to the newspaper already regarded as 
Texas’ best. 


Reader-Power in The News is Buyer-Power for its Advertisers—Put Maximum 
Power into your Agate Lines in Texas’ Major Market by Your Use of — 


a , . 
John 8. Woodwerd.ee. “The Dallas Morning News ‘2 
- Representatives Newspaper 


SELL THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET 
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